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What percentage 


of housewives watch 
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- Langendorf United Bakeries, through Compton 
Advertising, Inc., on the entire West Coast! 
Among the markets already purchased are Port- 
land, Maine; Cincinnati, Memphis, South Bend, 
Seattle, San Francisco, Los Angeles, Baltimore, 
Detroit! 

Tulsa, Tucson, Salt Lake City, Denver, San 
Diego, Portland, Oregon; Eugene, Stcckton. 
Chico, Fresno, Syracuse, Baton Rouge, Indian- 
apolis, Tallahassee, Miami, Phoenix, San Antonio, 
Yakima, Bakersfield, Salinas, San Luis Obispo, 
Roanoke, Schenectady, New Orleans! 
Albuquerque, Santa Barbara, Boise, Springfield, 
Missouri; Pittsburg, Kansas; Hutchinson- 
Wichita, Columbus, Ohio; St. Petersburg, Nash- 
ville, etc., etc.! 

Among the advertisers are Bell Bakeries through 
The Caples Company; Tasty Baking Company; 
Sealtest Milk; Hood’s Dairy; Canada Dry; Pepsi- 
Cola; Stewart’s Ice Cream through Woodard, Voss 
& Hevenor, Inc.! 

Burger Brewing Co. through Midland Advertising 
Agency; Walter Construction Co.; Niagara- 
Mohawk Power Co.; Nashville Trust Co.; Bunker 
Hill Meats; and many others! 











Stations and sponsors iznmediately recognize the universal ap- 
peal of HAWKEYE and the LAST OF THE MOHICANS, 
the great American outdoor action classic! So arrange today to 
enjoy a private screening and to get the profitable-for-you facts 
about HAWKEYE. But please hurry! Every day markets are 
snapped up and even a day’s.delay may cost you your own 
home market. Wire or phone us right now! 


JOHN HART - LON CHANEY 
as HAWKEYE as CHINGACHGOOK 
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Wire or Phone, ‘Let’s 


POW-wow 


’ Television Programs of America, Inc. 
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More Clients are using Terre Haute as their 
Test Market! 


TERRE HAUTE 


1S A GREAT 
TEST MARKET: 


PA. 
SE 


e Indiana's 2nd Largest 
TV Market 





e 251,970 TV Homes 


e CBS, NBC, ABC Networks 


TERRE HAUTE, INDIANA 
WTHI-TV and RADIO, too! 


/ 


BOLLING e¢o.. NEW YORK CHICAGO, 


LOS ANGELES, SAN FRANCISCO, BOSTON @ +n -coswv 
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WCAU 


PHILADELPHIA 


means 
drama 
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You’ve seen “Waterfront.” It appears on film in many markets... 

in Philadelphia it’s the number one local television show. You just 

don’t get a rating like that for a syndicated show without 

well-executed publicity, promotion and merchandising. And that’s 

just the kind of support WCAU gives its programs. One sponsor, 

La Rosa macaroni products, canceled other forms of advertising because, 
“the combination of WCAU-TV coverage plus ‘Waterfront’ audience 

is actually delivering more per dollar than anything we ever used before.” 
The co-sponsor, Foremost Dairies, reported lightning reactions 

to a special cottage cheese offer made on the Sunday night program, 
with driver-salesmen selling out on Monday morning. 

So you see WCAU sells with drama. WCAU can sell for you. 


WCAU, WCAU-TYV The Philadelphia Bulletin Radio and 
TV stations. Represented nationally by CBS Spot Sales. By far Philadelphia’s 
most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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Nat Caroline | 


Dairy Renews 
And Renews! 


MAOLA MILK & ICE CREAM CO., 
North Carolina, sponsor of Cisco 
in Wilmington for third year and 
in Greenville for one year, en- 
thusiastically states through Wal- 
ter J. Klein, Inc.: 










“Sales have jumped in 
both markets as result 
of the TV series and 
Cisco’s ‘Ranchers Club’ 
activities. Each Rancher 
(boy or girl) signs a 
pledge to drink 3 glasses 
of milk a day.” 





Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


a 7 New York 
| Chicago 

Cincinneti 

Hollywood 


Silewtstore 
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Color Studio 


a. 


Special Effects, Montage, etc. 
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Meets highest performance standards 
. Crosstalk better than55dbdown. 6, Perfect input match to 75 oh 
. Ideally suited to studio, master 


or transmitter control. 


. Switch action makes all contacts 


simultaneous within one milli- 
second. 


. Holds differential gain within 


0.1 db. 


. Limits differential phase to below 


0.1 degree. 


Applicable anywhere in TV system 





line . . . requires no high fre- 
quency compensation . . . flat to 
7 me. 


. Module design permits 10 or 15 


inputs and 2, 4 or 6 outputs 
per switch. 


. 10 x 6 switch requires only 21’ 


of rack space. ..Controls grouped 
for easy identification and oper- 
ation. 





he 


—— 
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proven IV switching system 


for all color and monochrome! 


New Philco switch provides centralized—transientless—control of 
simultaneous color . . . coded-color . .. monochrome for studio control, master control or transmitter 


Before you expand station facilities or update 
present equipment . . . get the facts on simultaneous 
switching from Philco. This new switch offers sig- 
nificant savings over other systems in requirements 
for video processing equipment . . . handles TV 
color or monochrome—composite or non-composite 
—by remote control. 

Only the new Philco switching system permits 
use of a single color or two colors alone. The 
scope of special program effects is greatly increased 


since switching can be accomplished before the 
signal has been color coded. 

Audio switching, sync insertion, tally-lights and 
change from color to monochrome may be easily 
interlocked with video switching. Low voltage DC 
Relays eliminate costly video cabling. This new 
switching system has been proven over thousands 
of hours of operation on RGB and composite 
switching. Life tested for more than a million switch- 
ing cycles without maintenance or failure. 


SEE THIS SWITCH AND THE COMPLETE CINESCANNER SYSTEM DEMONSTRATED AT NARTB, 
CONRAD HILTON HOTEL, CHICAGO, APRIL 7-11, BOOTH #11 
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PHILCO. CORPORATION 


GOVERNMENT AND INDUSTRIAL DIVISION 
Philadelphia 44, Pennsylvania * In Canada—Philco Corporation of Canada Limited, Don Mills, Ontario 
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include WJAC-TV 
if you want a schedule 


with a top **Hi-Q’’ 





















































55 % 
43% 58% 
‘ 26% of NNA. 
Hi-Q uanti 96% | > 100% [58% 
| 14% 73% 
with 4] key counties in t 100%! nn, 
Southwestern Pennsylvania }3) , 98% a 
Marketing Area 80% | 40, : 
Ap 10% 97% [99% AY 
Hi F : 52% 
. 98% 
|- Q Udall 89% WIACTY ~ 7 oa9) 
in 20 of these 41 counties = 100% 
WJAC-TV reaches SI pao, >) 98% ( 100% 37,/ 13% 
18 53% 
of TV homes 
32% 
19% 
JVa. 
sn! 
The one key to Pennsylvania’s 3rd TV Market 
OVER A MILLION TV HOMES... and WJAC-TV is the 
one station that can deliver maximum coverage of this vital call your KATZ man for 
marketing area. WJAC-TV reaches into 63% of these TV full information about 


homes . . . and holds viewer preference with outstanding pro- 
gramming. Latest ARB study in the Johnstown-Altoona area 
alone shows WJAC-TV with 24 out of the 25 top night-time 
shows, If you have something to sell, in Southwestern Penn- 


sylvania .. . showcase it on WJAC-TV ... the station with 
that remarkable Hi-Q! 


JOHNSTOWN - CHANNEL § 
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ALCOA — World’s Lesgest Alu- 
minum Plants 


The High Income 


OAK RIDGE — Atomic Center of 
the World 





ZINC MANUFACTURING — Sec- 
ond Largest Producer in U. S. A. 


T. V. A.POWER — Home of Ten- 
nessee Valley Authority 


KNOXVILLE MARKET 





TOBACCO CENTER = $8,000,000 MARBLE CENTER — Largest 
Annual Burley Crop Producer of Interior Marble 


on WATE-TV 


@ POPULATION... 1,391,280 @ RETAILSALES... $1,081,361,650 
(54 Counties) 
@ FAMILIES..... 345,810 © E.B.1.......... $1,290,306,630 


* May 10, 1956 Sales Management Survey of Buying Power 


WATE-TV 


, POWER MARKET OF THE SOUTH 
iX Knoxville, Tennessee NBC 


WATE-RADIO 
Represented Nationally by, AVERY-KNODEL, INC. 


CHANNEL 














/ 


AFFILIATED WITH 


5000 WATTS, 620 ke, 
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RON is TV in SF 








San Franctscans are sold on KRON-7TV 


GOLDEN GATE 
PLAYHOUSE 


3-5:45 PM M-F 
AVAILABLE S. F. CHRONICLE + NBC AFFILIATE «+ CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 
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Letter from the Publisher 


Role of the Representative 


Much has been said over the past few years about the expansion 
of the advertising business. Overlooked, perhaps, in this expansion 
has been the changing role of the national representative. As Frank 
Headley, president of H-R Television, said in a speech before the 
Broadcast Executives Club recently in Boston, “No longer does 
the representative merely submit availabilitiés, a routine en- 
gineering coverage map and the lowest cost-per-thousand. From 
such early beginnings of informal, blue-sky salesmanship, the rep- 
resentative has evolved to a complex sales organization; offering 
in addition a variety of other services to station, agency and ad- 
vertiser. It has been the ability of the representative companies,” 
he went on to say, “to adapt themselves to swiftly-changing con- 
ditions and fast-breaking technological advances that has enabled 
them to keep pace with—and sometimes set the pace for—the rapid 
expansion of the industry.” 

This is particularly true in television where campaigns break 
fast and require a great deal of servicing. The mechanics of placing 
tv time are extremely complex. Several persons are involved in 
the decision. This means that the rep has several points of contact be- 
fore the order is finally processed. But, over and above the selling 
and servicing of spot tv, the national representatives have moved 
futher into the area of creating selling which calls for marketing 
research, presentation in addition to selling tv spot as an advertising 
medium. 

The rep is in a unique pivot position in the industry. On the one 
hand he is selling, counselling, promoting the station he represents. 
To do this job effectively, he has to know and understand every facet 
of station operation. On the other hand, he is in constant contact 
with the advertising agencies selling his stations, selling the mar- 
kets, supplying needed and useful data. Through the national rep- 
resentatives move some $400-million worth of national spot business. 


Apparatus of Spot 


There are some rather interesting figures which give a picture 
of the apparatus engaged in the sale of national spot. It consists of 
53 national representatives, who maintain 274 offices and employ 
a total of 1,650 people, of whom 622 are salesmen. The total annual 
payroll of the 53 firms is $12,557,000. Salesmen make up less than 
40 per cent of the total personnel. This again emphasizes the 
amount of manpower devoted to “behind the lines” functions of 
national representation. 

There are approximately 3,000 advertising agencies in the U. S. 
placing the bulk of national and regional advertising. It can be 
readily seen, therefore, how important the function of the national 
rep is in the orderly placement of national spot business. The func- 
tion of the rep is an ever-expanding and ever-changing one with the 
tides of the broadcast business. Since national spot is the largest 
single source of revenue to the stations, the destiny and future of 
the rep are a basic part of the pattern of the broadcast business. In- 
deed, he is not only the avant garde but also the artillery and the 
infantry of the business. 


/ 


Cordially, 


Ly. Hawk 
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See 


TARE A 
SOUNDING! 


As any old riverboat-man will 
tell you, the best channel runs 
deep and lets you travel fastest. 
Same is true today with tele- 
vision throughout this busy Ohio 
River Valley of ours. 

No advertising medium gives 
you such smooth sailing into 
over 100 of its high-producing 
counties as WSAZ-TV . . . no 
station’s influence runs so deep 
with almost three-quarter million 
TV families comprising Amer- 
ica’s 23rd television market. 
Today the nation’s heaviest con- 
centration of industry crowds the 
banks of the Ohio — generating 
within the WSAZ-TV areaa buy- 
ing potential nearly four billion 
dollars deep! You can reach it 
surely via WSAZ-TV’s Channel 
3, without fear of shoals, snags 
or backwaters. You'll travel, too, 
in company with many of Amer- 
ica’s most successful advertisers. 
Any Katz office has the latest 
soundings for your inspection. 





HUNTINGTON-CHARLESTON, W. VA. 
VvT.3.c. NEBTWoORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 


March 25, 1957, Television Age 





ll 











12 


444 Madison Avenue, New York 22 


Importance of Color 

. . « Because of its importance at 
this time, I look forward to reading, 
and rereading, your “Color” issue. 


Curis J. WirTinc 
Westinghouse Electric Prod. 
Pittsburgh 


Color Champien 
. . . It is good to know that as we 
push forward with color television, we 
have in our corner such an enthusiastic 
champion of the medium as TELEVI- 

SION AGE. 

Tuomas B. McFappen 
Vice President 
National Broadcasting Co. 
New York City 


Color Commercials 
. . . the story on “Multi-Hued Com- 
mercials” did a fine job in presenting 
the various thoughts and comments in 
the industry. More articles of this na- 
ture should be published, since this . . . 
is practically a capsulized seminar on 
the subject, which everybody appre- 

ciates. 

Rosert Gross 
Executive Producer 
American Film Producers 


New York City 


. . . it appears that a most compre- 
hensive job was done on the subject. 

Ralph G. Tuchman 

Harris-Tuchman Productions 


Hollywood 


Station Facts 

. .- | read with much interest your 
annual tv color issue. . . . I find myself 
needing answers to the following ques- 
tions: 1. How many cities are there 
in the U. S. with at least one tv sta- 
tion? 2. How many tv stations in the 
U. S. currently? 3... . How many sta- 
tions are there now doing “non-live” 
color—equipped, that is, to show color 
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films or to transmit network color? 


WARREN PHILLIPS 
Vice President 
Harshe-Rotman Inc. 
Rochester 


Note: The Set Count, page 71, of the Tv AcE 
Color Issue you mention shows that there 
are 305 commercial markets with at least 
one commercial tv station. It also shows that 
there are 477 commercial stations on the 
air. While the number of stations able to 
transmit color is not shown in this column, 
each is listed individually in the following 
data. There are 239 stations reporting equip- 
ment with which to transmit network color. 


Feature Film 

Following is a list of the slight errors 
which appeared in your feature film 
availabilities roundup in the issue of 
February llth: waLa-Tv Mobile, H-R, 
not Headley-Reed; wHBQ-TvV Memphis, 
H-R, not H-D; KoNno-Tv San Antonio, 

H-R, not Clarke Brown. 
DonaLp G. SoFTNESS 
Director of Promotion 
H-R Television 
New York City 


In the TELEVISION AGE of February 
11 under feature film availabilities you 
show our station with only three of the 
six groups of feature films we have 
available. 

They include 700 top features: 
Twentieth-Century Fox, David O. Selz- 
nick, New Rocket 86-Fox Features, 
Columbia Movie Parade, Fabulous 
Forty and RKO. 


Georce C. FLEHARTY 
President, General Manager 
Kvip-Tv Redding, Calif. 


News Coverage 

. +. we at KOA-TV were quite happy 
with your treatment of tv news cover- 
age in the January 28 issue. It was a 
chance for telecasters to learn of other 
stations’ news sponsors, type of sets, 
time periods, etc. 

DEL GREENWOOD 
Promotion Manager 
KOA-TV Denver 

I read your January issue carefully, 
and compliment you on your coverage 
of the station news picture. 

In quartering this country for a 
previous agency, I got a pretty good 
look at news operations. In Harris- 
burg, I found Joe Harper at WHP-TV 

(Continued on page 15) 
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is CUTEST? 





CERTAINLY, you know what you're 
doing! But who are you to say that 
this baby, that gal, will rule the raves 
straight across the country? Why not 
pretest your talent... put it on film 

. .. Show it to audiences—of all types, 
all locales. Then you'll know in 





advance. What's more you enjoy the 
role Melaliele|-Molmterti-m oleeleleelulullile B 


deeper coverage... when you 
Oh 


For complete information write to: 
Motion Picture Film Department 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


Do it IN COLOR... 
You’ll be glad you did! 








‘ 


f 


4 








4 ‘ &.. 
East Coast Division West Coast Division Midwest Division 
342 Madison Avenue 6706 Santa Monica Blvd. 130 East Randolph Drive 
|) van (old an A oe Hollywood 38, California Chicago 1, Illinois 


or W. J. GERMAN, INC. 


Agents for the sale and distribution of Eastman Professional 
Motion Picture Films, Fort Lee, N. J.; Chicago, Ill.; Hollywood, Calif. 
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Pa 


TEXAS AND PACIFIC RAILWAY 
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, do we or don't we? 


Doers IT MEAN ANYTHING .. . or doesn’t it? 


Would another phrase do just as well? Our 
nation’s founders didn’t think so! 


The men who signed the Constitution ... the 
men — and women — who braved the prairie 
and the mountain to pioneer our land... they 
didn’t think so. 


But what about us? Does this motto on the 
coin in our pocket guide us... inspire us... 
strengthen us? Or have we forgotten the 
power of the faith expressed in these words? 


If our country’s future is uncertain ...if we 
are worried about tomorrow ... then perhaps 
the time has come to put aside small things 
and turn once more to the faiths which made 
our nation great. 


Our country’s great leaders down through the 
years have shared a sure belief in God ...in 
themselves ...in their fellow men...and in 
freedom! In crisis and in peace they have 
placed their faith in God’s wisdom ... and in 
their own ability to work out their problems 
...and in the great justice of a free people. 


Let us do the same today. For these faiths 
will renew our strength. 














Letters 


(Continued from page 12) 


doing one of the top jobs, for this size 
market, in the nation. He is everything 
a good newsman and television per- 
sonality should be—complete with 
energy, intelligence, and an abiding re- 
spect for a reporter’s responsibilities. 
Harper covers, photographs, writes, 
edits, and delivers his own news re- 
port on the entire Pennsylvania area. 
and it’s a joy to view. 
CHANNING HaDLock 
Director of Radio/Television 
Rose-Martin Advertising 
New York City 


Weed for KBAK-TV 
The national sales representative for 
station KBAK-TV Bakersfield, Calif., is 
Weed Television and not Hollingbery. 
as shown on page 33 of your February 

11 issue. 

Harowp P. SEE 
President 
KBAK-TV Bakersfield 


Niles Productions 

. . thank you for the outstanding 
story you did on our company. What 
was most gratifying was the number of 
phone calls we received from TELEVI- 
SION AGE readers complimenting us. . . 
Last spring, incidentally, we pro- 
duced the pilot film for All Star Golf, 
and not the series as you mentioned. 
An associate of Walter Schwimmer’s is 
producing this outstanding hour-long 
golf series, which we are sure will be 

extremely successful . . . 
Frep A. NILEs 
Fred A. Niles Productions 
Chicago 


Success Stories 
Will you please send us ten copies 
of No. 6 Bulletin on “Furniture and 
Home Furnishings.” We need this ma- 

terial at once. 

Ropert RICHARDS 
Account Executive 
wLw-c Columbus 


. . . | have suggested to our sales 
manager that we order a quantity of 
100 of this particular article (“Hard- 
ware & Building Supplies”) for dis- 
tribution to our sales force inasmuch 

(Continued on page 16) 


Looking for Tv 








Success Stories? 


Then look no longer. The TELEVISION AGE series of Product Group 


Success Stories takes up each field of business separately, goes into 


its problems and strong points, then outlines in detail the many ways 


firms in each field have met their problems through television adver- 


tising. 


Each article includes dozens of actual television success stories. 


These tried and tested formats will help you show hard-to-sell 


prospects how they can use tv to build their sales. 


Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 


fill out the coupon. 


Reader's Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 


Soft Drink Distributors 


Name 


copies 


Number of copies 
Travel, Hotels & Resorts — 
Sporting Goods & Toys 
Drugs & Remedies — 


Gasoline & Oil 





Shoe Stores & Manufacturers 
Farm Implements & Machinery 
Electric Power Companies - 
Gas Companies 
Telephone Companies 
Insurance Companies 


Coffee Distributors —_ 





Position 





Company 





Address 





City 


/ 


(0 I enclose payment 


_ Zone 


Mate 


C) Bill me 


(C0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 


premium I 


will receive a copy of the Source Book of Success Stories 


which includes the first 15 of the above Product Groups. 
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Just in! 
Seattle -San Diego 
lela Mpaclalatiae) 


OUTRATES ALL 

COMPETITION 

FIRST RATED 
TELECASTS 


starring 


John HART 
Lon CHANEY 





Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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as we are starting television promo- 
tions ourselves. . . 

CaRLTON Moe Jr. 

Director of Training 

The Porter-Cable Machine Co. 

Syracuse, N. Y. 


We are working on several shoe 
store accounts in Norfolk and feel 
that this information (the story on 
“Shoe Stores and Manufacturers” ) 
would be of assistance. I would ap- 
preciate a copy of the re-print. 

WILLIAM GIETz 

Tv Sales Supervisor 
WTAR-TV 

Norfolk 


We are in search of success stories 
for grocery and/or food associations. 
We would also be interested in success 
stories for grocery chains. 

Joseph P. Dowling 
Sales Promotion Manager 
wuct Hartford 


nice 


work, 


John 


Note: The product group story on Groceries 
and Supermarkets includes success stories 
on both grocery stores and food associations. 
A copy was sent to Mr. Dowling. For order 
form on all of the product group stories, see 
page 15. 


Food Store Use of Tv 
We are making an analysis for a 
chain of retail supermarkets and would 
greatly appreciate any information you 
could give us on the general use of tele- 
vision by supermarkets and the type of 
“buy” most often used. Are participa- 
tion shows favored, minutes and chain- 
breaks or full shows sponsored? Also 
is daytime used more heavily than 

night time? .... 

CHRISTINA MUIRHEAD 
Media Buyer 
Boland Associates 
San Francisco 


Note: The Product Group Success Story on 
“Groceries and Supermarkets” takes up some 
25 individual examples of chain and individ- 
ual store success with tv. A copy has been 
sent to Miss Muirhead. 






JOHN J. LAUX 
WSTV-TV, 
STEUBENVILLE 


copes increased your Thursday 
9:30-10:00 time slot rating 96.6%* 


Sponsor: Stroh’s Brewery 


“ARB, Nov. 1956 





for your market availabilities, 

call, write or wire 

ABC Film Syndication, 

1501 Broadway, New York e LA 4-5050 








Do children 
avoid you? 


























If they’re crossing the street and watching 
your competition instead, maybe it’s because 
you’re not showing them what they like best 
of all—Terrytoons! Television stations that 
show Terrytoons find they can draw a crowd 
anytime. For example... 


8:00 am, Los Angeles: KTTV added Terrytoons 
and increased its ratings by 24/2 times during 
the first year! 

12 noon, Philadelphia: WFIL-TV put Terrytoons 
on and more than doubled its share of audience 
the first year! 

6:00 pm, Washington: WMAL-TV programmed 
Terrytoons and quadrupled its share of 
audience the first year! 

7:00 pm, New York: WoR-TV put on Terrytoons 
and doubled its ratings the first year! 


And the story’s the same across the nation. 
Wherever and whenever a broadcaster programs 
Terrytoons, up go the ratings. If you want 
children to like you, get details on Terrytoons 
(available to all stations) by calling or wiring 
the nearest office of... 


CBS Television Film Sales, Inc. © 


“...the best films for all stations” 
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VENARD, RINTOUL & McCONNELL, INC. 


OFFERS 


The Lamp Of EXPERIENCE* 





OUR CHECK YOUR 
EXPERIENCE NEEDS 
Station Sales Experience (local) . : . ra 
Station Sales Experience (national) : : Peas 
Station Ownership Experience : ; ‘ [ —T 
Station Sales Management Experience. : [ ot 
Station Program Management Experience ; [oT 


Station Research Experience : ‘ * Za 
Station Finance Experience ‘ ; . L 
Station Promotion Experience ’ i , iT 


Representation Management Experience . & = 
Representation Sales Experience. ‘ ‘ [ 
Representation Research Experience ; ‘ _=T 


Network Relations Experience . ; ‘ Lit 
Network Sales Experience . . ; | L | 
\ Technical Experience , ’ : ; lies ae 


= 





JUUUUUUUUUUUE 












*) have but one lamp to guide my feet, and that is the lamp of experience. 


— Patrick Henry 
Balanced Experience 


VENARD, RINTOUL & McCONNELL, INC. 


TV & Radio Station Representatives 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
Convention Headquarters Conrad Hilton Hotel 
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TOP SPOT USERS OF BIG TEN AGENCIES 

Leading national spot advertisers of the ten top spot 
advertising agencies for 1956, according to the Television 
Bureau of Advertising, are: Ted Bates & Co., Viceroy 
cigarettes, $5,373,290; McCann-Erickson, Bulova watches, 
$4,298,650; Young & Rubicam, Piel’s beer, $1,485,300; 
Leo Burnett Co., Kellogg cereals, $4,810,530; Benton & 
Bowles, Maxwell House coffee, $5,461,900; Dancer-Fitz- 
gerald-Sample, Bayer aspirin, $3,012,640; Batten, Barton, 
Durstine & Osborn, Lever Bros. Whisk, $1,874,410: J. 
Walter Thompson, Ford cars, $2,981,500; Compton Ad- 
vertising, P&G’s Dash, $1,693,880; William Esty & Co., 
Colgate’s Brisk, $1,412,400. 


TOY DEALERS LIKE TV 


Local television will continue to play a big part in the 
1957 advertising plans of toy dealers throughout the na- 
tion. A survey conducted by the American Character Doll 
Corp., in conjunction with its recent annual Tv Toy Mer- 
chandising Award, showed that of the over 500 toy dealers 
who used tv in 1956, some 90 per cent would definitely 
advertise via tv again this year. 


PUBLIC SERVICE HITS NEW HIGH 

Commercial television stations gave more time and talent 
to public service in 1956 than ever before, a survey con- 
ducted by Tv AGE reveals. Total value of time and talent 
increased nearly a third over that of a year earlier to set 
a new all-time high. A complete report of number of pro- 
grams, announcements and ID’s for all sizes and classes 
of stations will be published in the April 8th issue. 


34 P&G PRODUCTS ON TV 

Biggest national spot advertiser in 1956, Procter & 
Gamble, spent $17,522,450 advertising 34 different prod- 
ucts, TvB estimates. Biggest single spot advertiser in the 
P&G family was Crest, with a spot tv investment of $2.,- 
818,170, while the smallest was Secret Home Permanent, 
with $3,730 invested. Second biggest spot advertiser was 
Brown & Williamson Tobacco, with five products adver- 
tised on tv. Third was General Foods Corp. with 33 prod- 
ucts. Maxwell House instant coffee was GFC’s biggest tv 
investor, spending $4,318,140. 


ANTELL SEEKS MORE TRADES 

The Paul Venze agency in Baltimore, which handles the 
trading-film-for-time arrangements for Charles Antell (see 
Spot Report), is looking for another trading-minded client. 
The agency feels that both Antell and any new advertiser 
will benefit because bulk-buying is price-saving. 


REYNOLDS BUYS NBC-TV BASEBALL 

R. J. Reynolds has extended its sponsorship of baseball 
telecasts with the purchase of part of NBC-TV’s 26-game 
Saturday afternoon series. (It also will back the New York 
Yankee telecasts on wptx New York). Half of both the 
NBC and CBS weekly games are offered co-op to stations. 
For a complete account of the “Baseball Bonanza” see 
page 32. At press time, a magazine publisher, Fawcett 
publications (for True), has renewed for the second year 
its sponsorship of the pre-game shows of the Brooklyn 
Dodgers’ 25 road games on wor-tv New York. Adding 
to the baseball activity this year is a plan of Sports Pro- 
grams, Inc., New York, which is sounding out agencies 
for a weekly televised baseball game on Sunday after- 
noons. 


SALT COMPANY ON TV 

Leslie Salt Co., through Honig-Cooper Co., San Fran- 
cisco, is running one of its biggest spot efforts, using 
animated ID’s in 24 markets on the Pacific coast. 


FOUR NEW NARTB TV DIRECTORS 

Four new television board directors will be elected at 
the television business session to be held in connection 
with the NARTB Convention in Chicago. Election will be 
on Thursday afternoon, April 11. Each director will serve 
for a two-year term beginning immediately after the close 
of the convention. 


WAX FIRM TO USE TV AGAIN 

Continental Car-Na-Var Corp., through Product Services. 
Inc., New York, introduced its Grip-Kote Wax last No- 
vember in Miami, using some newspaper, radio spots 
and 12 weeks of minute tv spots over WCKT and WTVJ 
Miami. The company reported that as a result of this 
campaign it was able to garner 25 per cent of the market. 
Continental, therefore, is now ready to repeat the experi- 
ment. Starting in April, it will be running tv minute an- 
nouncements in a few selected major markets. Les Blumen- 
thal, executive vice president, is the contact. 


GREYHOUND TO SPEND $5 MILLION 

Greyhound Corp. will begin its big broadcast ride for 
1957 with its 13-week, one-third sponsorship of NBC-TV’s 
Steve Allen Show on April 7. The company is expected to 
spend a total of $5 million for its 1957 advertising. But 
instead of most of the expenditure going into newspaper. 
Greyhound has budgeted close to 55 per cent for tv and 
radio. Grey Advertising, Inc., New York, which took over 
the account as of March 1 this year, is the agency. 
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BOX SCORE: 


Television Age leads the 
tv-radio league in agency 
circulation standings: 





PUBLICATION ADVERTISING AGENCY CIRCULATION 








Television Age 


publication “b” 


publication “c” 


publication “d’” 


publication “e” 














Make hits and no errors...touch all the bases 
with Television Age 


*SOURCE: Television Age, publications “b” and “c” have 
audited circulation statements. Publication “d” 
and “e” submit non-audited publisher’s figures. 
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Business barometer 








Local billings in December followed the accepted pattern of other years with a 


drop but, unfortunately, took a much steeper downturn than had been 
expected. 





The exclusive Business Barometer report shows that the decline over billings 
in November amounted to a full 5 per cent. 





This can be compared with a 0.7=per-cent drop for the same period in 1955, 
a 0.2-per-cent gain in 1954 and a 0.7=per-cent down trend in 1955. 





Going back over fall-winter period beginning in September 1956 and extending 
through December shows September local totals were up 5.1 per cent, 
October was ahead by 20.1 per cent, November was off 0.7 per cent and 
December down 5 per cent. If the plus and 
minus percentages are added, a total 19.5- 
per-cent gain for the period is reached. 








LOCAL BUSINESS 
A check back over the same period in 1955 shows July August Sept. Oct. Nov. Dec 
the following monthly percentage changes 











for local billings: September up 9.9 per os 
cent, October plus 13.7 per cent, 30 


November a gain of 3.4 per cent and 
December off 0.7. Adding these together 
gives a total of plus 26.3 per cent for 
the four months. 


In 1954 the changes were plus 5.9 in September, 
up 26.5 in October, a loss of 2.5 in 
November and gain of 0.2 in December. 
This total comes to 30.1 per cent. 





Comparing these same periods for the three years 
Shows that in 1954 local billings gained 
50.1 per cent, in 1955 the gain was down 
to 6.3 per cent and in 1956 it was off 
again to 19.5 per cent. While these 
figures cannot be considered entirely 
reliable as percentages, they are valid as 
indices and indicate that local television ° 
billings, like network and national spot, 3 
are gradually leveling off. 10 














Gains, while steady, are not at the high rate they were a few years ago. Of 
course, Since the Business Barometer index is based on a month-to-month 
comparison, and the general trend of all tv volume totals is upward, 

a smaller percentage in 1956 may be equal in money to a larger per- 
centage a year or two earlier when the base upon which the percentage 
was figured was smaller. 





In other words, if local billings in November 1955 totalled $10 million and 
December showed them up by 2 per cent, total local billings for December 
1955 would be $10.2 million. If local billings for November 1956 totaled 
$15 million and December showed them up by 1 per cent, local billings 
for December 1956 would be $15.15 million, a gain of nearly as much 
money as in 1955, although the percentage was 1 per cent in 1956 and 
2 per cent in 1955. 








The copyrighted Business Barometer reports are prepared from percentages fur- 
nished to TELEVISION AGE ‘by Dun & Bradstreet. That firm prepares these 
figures from reports sent to it by television stations in all sizes and 
types of markets. 





The April 8th issue of TV AGE will include the Business Barometer report on 
network business for the month of December. 
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NOW... 


You can call Hollywood 
ora dime! 
















DIA 
Clrele 6-1000 


and it’s Warner Bros. Television that answers! Think of it... your TV Commercials, your Industrial and 
Special Purpose films can make use of Warner Bros. facilities . . . 
famous for the finest color in the industry . . . the company 
which has developed such processes as the exclusive 

new “Ultra-Violet Background Matte,” the most important 

Yes, it’s the new Warner Bros. Television office in New York— 
planned especially to help you produce better Television 
Commercials . . . better Industrial and Special Purpose films. 


picture-making contribution in years. 


Remember, everything and anything at Warner Bros. California 
is available to you at Warner Bros. New York. It’s like having 
Here in New York, for the first time, is the short cut to 

Warner Bros. know-how, quality, technical and creative ability. 


a direct wire to the twenty-one sound stages, the ten miles of streets 
and exterior sets, the versatile, imaginative animation, industry 
The vast facilities of the world’s most modern motion picture acclaimed sound—all the facilities that have made the name 


studio as close to you as your own telephone. Warner Bros. synonymous with film leadership! 


Joseph D. Lamneck, Warner Bros. Television 
321 West 44 Street, New York 36, N.Y. 


* in Chicago, dial Harrison 7-6052 
Burton A. Neuburger, Warner Bros. Television 
1307 S. Wabash Ave., Chicago 5, III 
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THE WAY IT HAPPENED 


Newstfront 





93 CBS-TV stations get rate boosts 
New NBC educational project . . . 
NTA film network gets underway 


CBS-TV RATE INCREASES. Rate 
increases to a large number of CBS-TV 
network stations have been placed in 
effect. Most of the increases began on 
March 10, although a few became 
effective on other dates. 

While CBS-TV executives made no 
comment on the rate changes, one 
reason for the increases was believed 
to be a study of the Nielsen coverage 
reports and their application to in- 
dividual station coverage patterns. 

Of the basic required group of 56 
stations the following 
Class A hour rate were announced: 
wepa Albany, $575 to $725; WAGA-TV 
Atlanta, $1,100 to $1,200; WMaArR-Tv 
Baltimore, $1,450 to $1,600; wBRc-TVv 
Birmingham, $875 to $1,000; WNAC-TV 
Boston, $2,600 to $2,800; WBEN-TV 
Buffalo, $1,275 to $1,400; wetv Char- 
lotte, $1,000 to $1,200; wesm-tv Chi- 
cago, $3,900 to $4,100; wxrc-Tv Cin- 
cinnati, $1,200 to $1,300; wsw-Tv 
Cleveland, $2,300 to $2,400; WBNS-TV 
Columbus, $1,000 to $1,100; wuHro0-Tv 
Dayton, $975 to $1,100; KRNT-TV Des 
Moines, $600 to $700; wsBK-Tv De- 
troit, $2,600 to $2,800; Wwrmy-Tv 
Greensboro-Winston-Salem, $825 to 
$900; xKGUL-Tv Houston-Galveston, 
$900 to $1,000; wisH-Tv Indianapolis, 
$1,300 to $1,400; wmpr-tv Jackson- 
ville, $700 to $750; KcMo-Tv Kansas 
City, $1,200 to $1,400; knxt Los An- 
geles, $3,200 to $3,500; wcco-Tv Min- 
neapolis, $1,400 to $1,650; wLac-Tv 
Nashville, $750 to $850; wcps-tv New 
York, $7,500 to $8,000; Kwtv Okla- 
homa City, $800 to $850; wow-Tv 
Omaha, $900 to $950; wcau-tv Phila- 
delphia, $3,300 to $3,500: KOIN-TV 
Portland, $800 to $950; wWwpRO-Tv 
Providence, $1,100 to $1,200; wuHer- 
tv $800 to $850; KBET-TV Sacramento, 
$650 to $750; KwK-Tv St. Louis, 
$1,500 to $1,750; Kprx San Francisco. 


increases in 


. page 23 
. page 23 
. . page 48 


$2,200 to $2,300; KsLA-Tv Shreve- 
port, $425 to $525; wrvt Tampa, $550 
to $700; wrop-tv Washington, $1,500 
to $1,650 and KtvH Wichita-Hutchin- 
son, $550 to $650. 

Of the basic optional CBS-TV 
group of 50 stations the following in- 
creases in Class A hour rate were an- 
nounced: WRDW-TV Augusta, $300 to 
$350; KTBCc-TV Austin, $400 to $525: 
KFDM-Tv Beaumont, $360 to $400; 
wcax-tv Burlington, $350 to $450; 
wMtT-Tv Cedar Rapids, $550 to $650; 
wcla Champaign, $700 to $850; wesc- 
tv Charleston, S. C., $300 to $400: 
WRBL-TV Columbus, Ga., $350 to $400: 
KDAL-TV Duluth, $400 to $450; weTw 
Florence, $350 to $400; WHNE-TV Ft. 
Wayne. $400 to $500; wBay-Tv Green 


Top-Spot Stations 

In the fourth quarter of 1956, 
the Rorabaugh Report on spot 
television shows that 20 top 
national spot stations with the 
the number of their accounts 
include: 1. KDKA-Tv Pittsburgh, 
252; 2. wnac-Tv Boston, 202: 
3. WNHC-TV New Haven, 197; 4. 
wpsu-Tv New Orleans, 186; 5. 
wBTv Charlotte, 183; 6. WBEN- 
Tv Buffalo, 182; 7. kttv Los 
Angeles, 174; 8. wBz-Tv Boston, 
171; 9. wspp-tv Toledo, 170: 
10. Ksp-Tv St. Louis, 167; 11. 
KING-TV Seattle-Tacoma, 161: 
12. wcau-Tv Philadelphia, 160; 
13. wrFaa-Tv Dallas, 159; 14. 
KPIX-TV San Francisco, 157; 15. 
wsB-Tv Atlanta, 156; 16. KRON- 
TV San Francisco, 155; 17. KRCA- 
TV Los Angeles, 155; 18. wBBM- 
TV Chicago, 153; 19. wBKB-TV 
Chicago, 153; 20. KNxT-Tv Los 
Angeles, 152. 
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Bay; $575 to $750; wnct Greenville, 
$350 to $450; went Henderson-Evans- 
ville, $300 to $350; wstv Jackson, 
$300 to $450; wJHL-TV Johnson City, 
$300 to $350; wkrc-tTv Mobile, $375 
to $450; wcov-tv Montgomery, $200 
to $225; wopBo-Tv Orlando, $300 to 


$450; wcAN-Tv Portland, $350 to 
$450; wrReEx-Tv Rockford, $400 to 
$450: wesi-Tv Scranton, $400 to 


$550; KvTv Sioux City, $350 to $500; 
WSBT-TV South Bend, $400 to $450; 
KXLY-Tv Spokane, $400 to $500; KTTs- 
TV Springfield, $250 to $325; wstv-Tv 
Steubenville-Wheeling, $400 to $500; 
WTHI-TV Terre Haute, $400 to $500. 
Of the 


nected group of 49 stations the follow- 


supplementary, intercon- 
ing increases were announced : KFDA-TV 
Amarillo, $250 to $300; wwtv Cadil- 
lac, $250 to $300; KFvs-Tv Cape Gi- 
rardeau, $350 to $450; KkTv Colorado 
Springs, $175 to $225; Kip-tv Idaho 
Falls, $150 to $175; KRcc-Tv Jefferson 
City, $250 to $275; KopeE-Tv Joplin, 
$250 to $300; KHOL-Tv Kearney, $200 
to $300: wksT La Crosse, $250 to 
$300; KLFY-Tv Lafayette, $125 to $200; 
KGLO-Tv Mason City, $250 to $400; 
WTOK-TV Meridian, $225 to $275; 
KNOE-TV Monroe, $250 to $350; 
WwMTw Mt. Washington, $300 to $400; 
KOSA-TV Odessa, $150 to $200; wtvH 
Peoria, $350 to $450; KHQA-TV Quin- 
cy-Hannibal, $350 to $450; WKNX-TV 
Saginaw, $250 to $300; KsBw-Tv Sa- 
linas-Monterey, $250 to $325; wrToc- 
tv Savannah, $200 to $275; KOPO-TV 
Tucson, $200 to $225; KxJB-Tv Valley 
City, $300 to $400; wsau-tv Wausau, 
$200 to $300 and ksyp-tv Wichita 
Falls, $250 to $350. 

Of the Extended Market plan group 
of 31 stations rate increases were an- 
nounced for five. No rate increases 
were announced for territorial or Ca- 
nadian stations. 

Of the total of 225 stations included 
in the CBS Television Network rate 
increases were announced for a total 
of 93 stations. 

NBC-ETRC PROJECT. At the launch- 
ing two weeks ago of NBC’s new edu- 
(Continued on page 48) 
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By showing most people 
what they most like to see 
CBS Television attracts 
the greatest audiences 
day and night and is the 
largest single advertising’ 
medium in the world... 
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. CBS Television broadcasts 8 of the 


10 most popular nighttime programs 
...6 of the top 10 during the daytime 
(FIRST FEBRUARY 1957 NTI). 


The number of people who actually 
watch the average program — not the 
total number of people who casually 
tune to a network sometime during 
the course of the broadcast week. 


. CBS Television daytime programs 


deliver a 23% larger average audience 
than the only other network with a 
daytime program schedule «7 am-s Pm, 
MONDAY-FRIDAY, FIRST FEBRUARY 1957 NTI). 


. CBS Television nighttime programs 


deliver a 21% larger average audience 
than the second ranking network... 
79% larger than the third «« rx- 


ll PM, SEVEN NIGHTS OF THE WEEK, FIRST 
FEBRUARY 1957 NTI). 


Today, as in 1956, 1955 and 1954. 


. According to the most recent PIB 


figures, CBS Television is earning a 
21.5% larger share of America’s total 
advertising appropriation than any 
other single advertising medium. 








lIOWA TELEVISION AUDIENCE REPORT 


s KRNI-TV 


Sweeps Ratings Again 
with 16 out of top 20; 


9 out of top 10 Multi-Weekly Shows 
7 out of top 10 Once-A-Week Shows 
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FIRSTS in A.R.B REPORT FOR DES MOINES AREA 

MULTI-WEEKLY wv : ONCE-A-WEEK wv 
476 * 1. Russ Van Dyke News ....... 10:09PM. 40.6 2k — © ee 55.8 
* 2. Al Couppee Sports........ 10:20P.M. 282 : * 2. I Love Lucy................ 53.2 
Quarter * 3. Paul Rhoades News ........ 6:00P.M. 17.0 : * 3. $64,000 Question .......... 51.3 
H ours * 4, Riley's Rascals........ 5:20P.M. 16.2 : * 4, What'sMyLine............. 46.2 
* 5. Captain Kangaroo ......... 8:00AM. 15.9 = * 5. $64,000 Challenge ......... 41.0 
* * 6. Guiding Light ............ 1145A.M. 14.0 : * 6. Red Skelton ................ 39.9 
News Ratings 7. Comedy Time ............ 4.00PM. 133 : 7. Lawrence Welk ............ 39.4 
to 45.0 * 8. Cartoon Club............. SOOPM. 132 : * &. lassie.................... 39.0 
’ * 9. Garry Moore ............. 9:00AM. 131 * 8 Perry Como............... 39.0 

* *10. Our Miss Brooks........... 1:00P.M. 12.8 : = ee ee 





Katz Has The Facts On That— 
Very Highly Audience Rated, 
Sales Results Premeditated, 
CBS Affiliated 


Station in Des Moines! Channel 8 in lowa - 4’ cowLtes OPERATION 
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Television 

makes important improvements 
in programming 

for and by 

the distaff side 


The] woman’s angle 


We: programming on television is ex- 
panding. It’s moving out of the kitchen 
and into the parlor. 

This, of course, is a figure of speech. It’s not 
meant to imply that the kitchen set isn’t a staple 
of most local women’s shows. 

It is. But the living-room set, and the depth of 
programming that the location implies, is chal- 
lenging the stove’s supremacy. 

In March 1954 when Tv AGE last reported on 
women’s shows, it divided them into two cate- 
gories: the feature show—women’s news, chat- 
ter and interviews—and the kitchen show, usual- 
ly a cooking demonstration. 


Since then the ladies have stepped out. Be- 
sides a greater variety of subject matter, there are 
some new programming techniques. Example: 
One show conducts gardening and flower demon- 
strations from an outdoor terrace set. Others, 
usually via film, go to the homes of local digni- 
taries and on tours of local institutions. One sta- 
tion has women news commentators with regular- 
ly scheduled newscasts. Another has a woman 
available throughout the broadcast schedule for 
commercials from appropriate settings. There 
are several using the magazine format initiated 
by NBC’s T-H-T shows (specifically the Home 


show). 













ettie Tolson, KMTv Omaha, gets 2,000 letters 
week from viewers who want recipes. 



























uly Woodard, wsau-tv Wasau, Wis., pitches Dru 
sponsor's product from a corner of the 


ing-room set. 


A very recent development at several 
stations is programming the distaff 
segments in and around a daytime fea- 
ture film. The scheduling technique 
provides a block of programming 
which has continuity; that has built 
substantial additions to already firmly 
established audiences. 

TV AGE’s current survey of the 
women’s scene has turned up not only 
new programming techniques, but a 
convincing list of advertiser successes. 

There were those stations, however, 
that were curtailing women’s program- 
ming. Although it has a Sunday hour- 
long women’s show logged as public 
service, KRON-TV’s (San Francisco) pro- 
gram manager Doug Ellison declares: 
“It has been our experience in this 
market that the so-called women’s pro- 
grams, such as cooking and interview 
shows, were decreasing in interest and 
audience some two years ago, and for 
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Correct table service is demonstrated by Janet 
Miller on warm-tv Scranton, Pa. 


e Smith, woer-tv Chattanooga, receives 
award of merit for patriotic achievement from 


the DAR. 


that reason we cancelled them from 
our schedule, and have been more suc- 
cessful in providing programs, either 
network or local film, which appear 
to have more general interest.” 

This opinion was far from general 
and at severe odds with a veteran of 
women’s programming in another 
major market. Claire Mann, who has 
done more than 3,000 women’s shows, 
predicts that after a six-month trial of 
feeding housewives film all day, sta- 
tions will return to selective women’s 
programs. 

“Good, intelligent, informative con- 
versation done in an amusing manner 
has no substitute,” she says. “The day- 
time is the province of the female. And 
contrary to men’s analyses, women do 
like other women.” 

Miss Mann’s 3:30 to 3:45 p.m. show 
three times a week on wor-Tv New 
York is a backdrop to her statements. 





waAM Baltimore’s Lu Calfee is at home on 
the kitchen set, or the terrace set used for 
gardening demonstrations. 





Local kinder get a taste of Danish Dessert 
under guidance of Josey Barnes, Ktvt Salt 
Lake City. 


The show, which aims at self-improve- 
ment for*women on all levels, has an 
impressive roster of sponsors: Relax- 
icizor, Cosmetics: Plus, Pomatex, Tip- 
ette, Lemon Queen, Glamour Bra and 
Belgium Endives. 

Beauty today, she says, has a 
broader concept, involving education. 
In her eight years on tv, women’s pro- 
gramming has embraced the new con- 
cept. 

And from stations throughout the 
country here’s the evidence: 

On wrsc-Tv Altoona, Pa., there’s a 
half-hour Monday, Wednesday, Friday 
show with women’s features that in 
title and format ties in directly with 
its department-store sponsor. Girl from 
Gable’s, 3:30 to 4 p.m., has been on 
the air for several years under spon- 
sorship of Altoona’s Gable’s depart- 
ment store. 

A neatly segmented half-hour show 

















Will Rogers, Jr., guesting on Ann Mar’s show, 
broadcast weekdays over wMAR-Tv Baltimore. 


Betty Bond, wsts-tv Roanoke, Vc., has rug ex- 
pert—and sponsor—for interview series on car- 
peting. 
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Mondays through Fridays is presented 
by wLw-a, the Crosley Broadcasting 
outlet in Atlanta. Emceed by Mary 
Moore and titled The Mary Moore 
Show, the 10:30 to 11 a.m. program 
begins with that staple of women’s 
shows—T oday’s Menu, a demonstrated 
recipe. The day’s news and weather are 
given along with the menu. Then Miss 
Moore follows with guest personalities, 
mostly from show business and a good 
many of them of national renown. 
Spotlight on Fashion is the next sec- 
tion, with the latest in everything from 
casual wear to high fashion. Another 
interview segment follows. The emcee 
chats with dress designers, distaff 
writers or other persons of special in- 
terest to women. Closing the show is 
People, Places and Things, which runs 
the gamut of the odd and interesting 
from dog trainers to rare objects from 
ancient oriental temples. 








mike. 





Jack Dempsey talks over women’s view of sports 
with Ann Howard of wosj-tv Roanoke, Va. 


The Mary Moore Show, says WLW-A 
Atlanta, has been used successfully by 
national manufacturers to introduce 
new products into the market. Com- 
mercials are handled both live and on 
film. The show is sold in participations 
and 15-minute segments. 

Women’s director Joyce Heyward is 
emcee of a similar program, The Joyce 
Heyward Show, a Monday-Friday half- 
hour spread on WRDW-TV Augusta, Ga. 
Mrs. Heyward recently won the title 
Mrs. Augusta in the Mrs. America con- 
test in the Augusta area. Her show now 
has 16 participating sponsors. They 
are mainly in the home economics, 
grocery and appliance fields. 

A terrace studio is featured on 
Shopping & Home Cooking, the Mon- 
day-Friday, 11 to 11:45 a.m., women’s 
show on WAAM Baltimore. Lu Calfee, 
the program’s hostess, takes her gar- 
dening and flower demonstrations out- 


Jane Gallagher flanked by guests on holiday set 


that is festive to point of tinsel on the boom 








DiAnne Johnson, 


later for half an hour. 





show. 


doors to the terrace. Other features 
include food, prepared by Lu or 
guests; fashions, big shows with as 
many as 10 models; decorating, by a 
professional or do-it-yourself demon- 
stration, and shopping, what’s new, 
how much and where. 

A recent advertising success was the 
moving and storage client who made 
a calendar offer. He told station of- 
ficials he wanted to give away millions. 
After six announcements, he had ex- 
hausted his supply. 

A laundry tried the show during the 
“dog days.” The company stayed to 
sign a long contract. The show’s 
original participant (five years ago) 
is still a five-times-a-week advertiser— 
a meat company. A downtown depart- 
ment store, not among the big three 
in Baltimore, tried the program under 
pressure of two competing suburban 
branch openings. The store reported a 
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wcia Champaign, 
libs a five-minute daily show at noon, return 


Vere Kneeland, xtor Portland, Ore., 
all of her commercials live on daily half-ho 
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tetty Boyd, emcee of kotv Tulsa women’s show, 
s active in city’s civic affairs. 


‘ay Rea, left, kKtvo Ottumwa, la., talks about 
xotic lands with Miss l/niverse of 1957. 





International touch on WFMY-TV 
V. C., as Carroll Stocker interviews Uni Kesnes, 











Greensboro, 


Norwegian student at Duke. 












Food editor Marguerite 
fashion editor Dee Walker start another halt 





Sec 


Ashlock, left, and 


hour on wmt-tv Cedar Rapids, Ia. 


20-per-cent gain in sales (over the 
previous year) with a saturation tv 
campaign. 

wMAR-TV Baltimore has three special 
offerings for women viewers: The 
Woman’s Angle, Monday-Friday at 1 
p-m.; Get Together, Monday at 2 p.m., 
and At Home With Eleanor Arnett 
Nash, Friday at 5 p.m. Total time for 
women’s shows is three hours and 15 
minutes a week. 

Most successful of the shows, says 
the station, is The Woman’s Angle, 
featuring Ann Mar. The show features 
recipes of various origins and a wide 
variety of special guests. The program 
has had as many as 32 sponsors in a 
week. 

Recently the John Morrell Co., pork 
and beef packer, ran a contest on The 
Woman’s Angle. Viewers were asked 
to submit a list of as many words as 
they could make from the phrase 
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“Morrell Pride Franks.” There were 
more than 400 returns, containing 
some 300,000 words. Morrell’s district 
sales manager J. C. Devilbiss, writing 
to express his company’s satisfactioa 
with contest results, said, “ ... Ann 
is fast becoming one of our best sales- 
men. We believe in giving credit where 
credit is due and must say that Ann 
has been instrumental in helping us to 
increase the sales of Morrell Pride 
Products in the city of Baltimore.” 

Director of WMAR-TV’s women’s 
shows is Mrs. Janet Covington. 

wwrtv Cadillac, Mich., also finds the 
half-hour week-day format a good one. 
Party Line, from 2 to 2:30 p.m., fea- 
tures women’s director Cynihia Har- 
lan. An interview and demonstraiion 
show, Party Line emphasizes cooking, 
sewing and other household crafts. But 
two or more shows each week are de- 
voted to other activities of interest to 


Carol Duvall, 





Trudy Beilfuss offers tips and trends on the 
produce market to viewers of wisn-tv Milmau 
kee. 


the women, such as art, travel, food 
marketing, health, music and so on. 
Miss Harlan also announces local 
women’s activities. 

The same format iseused for the top 
women’s show on WMT-Tv Cedar 
Rapids, Ila. Home Fare has a Monday- 
Friday span from 1 to 1:30 p.m. with 
fashion and cooking demonstrations. 
Major topics include grooming and 
make-up, and instructions on sewing. 
weaving, painting, gardening, interior 
decoration and home crafts. 

A variation in the wMT-Tv offering 
is its two emcee experts. Dee Walker 
is beauty and fashion editor. Mar- 
guerite Ashlock is food and nutrition 
editor. 

Among the show’s many sponsors 
is Libby Foods. On one participation. 
the company pulled more than 500 re- 
quests for a salad booklet. Local stores 
reported amazing turnovers in Libby 


woop-tv Grand Rapids, Mich.. 
pitches first cereal of Battle Creek Foods in 
first test market. 




















witn Washington, N. C., has a fully-equipped 


kitchen set, (and mistress of ceremonies). 





June King, wist Jackson, Miss., gets to- 
gether with an advertiser, Johnny Hontzas, 
owner of Johnny's restaurant. 


products. 

wcia Champaign, Ill, has one 
distaff star appearing twice daily. 
DiAnne Johnson has a Monday-Friday 
five-minute stint at 12:25 p.m. Then 
she returns for a half-hour show later 
in the afternoon called Happy Home. 
On the early show, DiAnne talks in- 
formally offering homemaking and 
general information. Her easy-going 
ad-lib manner has won a large follow- 
ing in Illinois and Indiana, as testified 
by mail response which runs as high 
as 350 letters a day. 

Now in its fourth year, Happy Home 
provides recipes, sewing tips, hobby in- 
formation and discussions around a 
variety of homemaking topics. DiAnne 
and assistant Sandra Racine program 
the shows carefully, making it a policy 
never to have more than 10 minutes 
of film on any show and seldom over 
one film a week. 


Marie Lois Traphagen, wicu Erie, 
it herself with a sponsor’s product. 





KDKA-TV Pittsburgh takes an unusual approach 
to the women’s audience with newscasts for 


women by women. 


Participating sponsors for the two 
shows include Old Judge Coffee, IGA 
Meats, Viobin wheat germ, Midwest 
Professional Laundry, Camp Creek 
Ducks, Fashion Plate Hairstylist, Illi- 
nois Canning, Florida Citrus and Pur- 
ity Baking. 

The Happy Home show has recorded 
several success stories in its years on 
the air. A Pet Milk representative 
demonstrated a booklet on one-dish 
meals and received 825 requests in 
four weeks. A candy booklet, also 
demonstrated by Pet Milk, drew 1,825 
requests in three weeks. A half-hour 
demonstration on gift wrapping by a 
Tie Tie rep whieh offered a booklet 
pulled 1,625 returns in four weeks. 

A good many of the respondents 


take time to pay DiAnne and her shows 
a compliment. And a good many of the 
compliments concern the contagious 
happy attitude of the emcee and Happy 





Pa., does 











wvet-tv Rochester, N. Y., 


Welcome Inn. 


a 





Ellie Moore, wetr-tv Knoxville, 





Home. 

Penelope Coker, emcee of Personals 
From Penelope on wcsc-tv Charleston, 
says her show is “probably slanted to 
the younger members of the ironing- 
board brigade, since I’m on the sunny 
side of 25 myself.” Presented on 
Wednesdays and Fridays at 10 a.m., the 
15-minute show includes fashion flip 
cards, live fashion shows, cooking, 
holiday decorating, interviews, slim- 
ming exercises and even tea-leaf read- 
ings from time to time. 

Another women’s show with unusual 
content is WDEF-TV 
Party Line. Says emcee Drue Smith, 


Chattanooga’s 


“Women’s interests should be stimu- 
lated by everything that goes on, not 
only around them, but around the 
world.” Consequently her show at 2 
p-m. weekdays includes a segment with 
the home economist for the area from 


(Continued on page 41) 
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has Pat Sumbé 


twice a week from the “tele-mythical hoste 





store windows for display of sponsor produ 











Baseball 
bonanza 


Advertisers will pay 
$31.8 million 

to put 883 games 

of 14 big-league clubs 


on tv screens 


32 March 25, 1957, Teievision Age 


or the baseball fan who likes to 

keep up with his team on televi- 
sion, this will be a banner year. It 
also will be a record year for major- 
league baseball operators, who have 
established patterns of tv coverage that 
not only will bring in top money for 
tv rights, but will stimulate local fan 
interest as well. 

A record 883 games—about 23 
more than in 1956—will be televised 
by 14 majors. And whereas last year 
three teams did not use tv to any 
extent, that number has been cut to 
two. To satisfy this baseball appetite, 
advertisers will pay a whopping $31.8 
million—$5.6 million more than in 
1956—1to serve the public an exciting 
—and neatly sponsored—dish. 

Baseball pioneered the use of sports 
telecasting and remains today the big 
—and efficient—chunk out of the 
sports-conscious advertiser’s budget. 
The record amount being spent on 
major-league tv breaks down this way: 
the sale of tv rights will amount to $9.3 
million—$4.8 million for the regular 
play-by-play telecasts, another $1.3 mil- 
lion for the two weekly game series 
being presented by CBS-TV and NBC- 
TV and $3.2 million that Gillette will 
pay this year for the World Series 
and All-Star game rights. In addition, 
these advertisers will pay $7.5 million 
for the actual charges of producing 
the events—time, talent and facilities. 
A final $15 million will be expended 
by national, local and regional spon- 
sors for pre-game and post-game 
shows. 

In assessing the value of any busi- 
ness or service, one of the most re- 
liable criteria is to count the number 
of customers who return each year for 
more. Those advertisers who have been 
televising baseball not only come back 
for more, but in many cases can 
almost trace their growth to the use of 
this vehicle. Of the 22 sponsors who 
will back the regular team play-by- 
plays, 21 spent money the same way 
last year. Some of them have been at 
it since the very beginning of tele- 
vision. There is only one new sponsor. 

As in every year, beer companies 
are the heaviest hitters in the line-up, 
followed by oil-and-gas and tobacco 
firms. Beer concerns which will at- 
tempt to increase the flow of their 
golden brew by virtue of this summer- 
time effort are Gunther, Narragansett, 


Hamm, Carling, Goebel, Ballantine, 
Schaefer, Hudepohl, Knickerbocker, 
National Bohemian, Anheuser-Busch 
(for Busch Bavarian) and Pittsburgh 
Brewing. The latter firm is the one 
new advertiser in the baseball line- 
up, having bought two-thirds of the 
Pittsburgh Pirates. 

Oil-and-gas companies compose the 
next largest group to buy the play-by- 
plays. This category includes Atlantic 
Refining, Oklahoma Oil, Standard Oil 
of Ohio and Speedway Petroleum. 
Actually these four oil sellers represent 
a much larger share of the advertiser 
investment than their number would 
indicate because of multiple sponsor- 
ships. Atlantic, for example, has chunks 
of the Philadelphia Phillies, Pitts- 
burgh Pirates and the Boston Red Sox. 
And Oklahoma Oil has pieces of the 
Chicago Cubs and the Chicago White 


Sox. 
Cigarette Sponsors 


The next major category to throw its 
support to baseball is tobacco: Lig- 
gett & Myers (for L&M and Chester- 
field), R. J. Reynolds Tobacco (Camel 
and Winston), American Tobacco 
(Lucky Strike) and Phillies Cigars. 

Other regular play-by-play sponsors 
are the Ford Dealers (part of the 
Cincinnati Redlegs) and Tasty Baking 
(a chunk of the Philadelphia Phillies). 

Razor blades, as a product group, 
also figure very prominently as a re- 
sult of the *yearly classics, such as the 
World Series and the All-Star game, 
and network specials, like the Game of 
the Week. Gillette Safety Razor Co., 
one of the original sports advertisers, 
last summer signed to sponsor the 
Series and the All-Star game for five 
years at an investment of $16,250,000, 
or $3,250,000 a year. This contract 
runs from 1957 through 1961, with 
NBC owning the rights. 

One of the chief reasons that the 
total advertiser investment in baseball 
has risen so much in 1957 is this new 
Gillette pact. Under the old 1951 con- 
tract, Gillette paid slightly more than 
$1 million each year for the telecast- 
ing of these events. NBC has been 
televising the Series since 1947, and the 
All-Star game since 1950. In announc- 
ing the signing of the new agreement, 
Ford Frick, commissioner of base- 
ball, noted the tremendous increase in 











National League 


A{merican League 


team 


BROOKLYN DODGERS 


Television Score Board 


telecasts 


home away 
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rights 
sponsors (tv & radio) 


Lucky Strike 


Schaefer Beer $750,000 


originating 
stations 


WOR-TV 





MILWAUKEE BRAVES 





CINCINNATI REDLEGS 


Hudepohl Beer 
Ford Dealers 


WLW-T' 





ST. LOUIS CARDINALS 


Busch Bavarian Beer 


KTVI 





PHILADELPHIA PHILLIES 


Atlantic Refining 
Ballantine Beer 
Phillies Cigars 
Tasty Baking 


WFIL-TV" 
WRCV-TV 
WPFH 
Wilmington 





NEW YORK GIANTS 


Knickerbocker Beer 


wPIx 





PITTSBURGH PIRATES 


Atlantic Refining 
Pittsburgh Brewing 


KDKA-TV* 





CHICAGO CUBS 


Hamm Brewing 


Oklahoma Oil 








NEW YORK YANKEES 


Ballantine Beer 
Camels & Winstons 





CLEVELAND INDIANS 


Carling Brewing 
Standard Oil of Ohio 





CHICAGO WHITE SOX 


Hamm Brewing 


Oklahoma Oil 





BOSTON RED SOX 


35 


Atlantic Refining 
Chesterfield and L&M 
Narragansett Beer 





DETROIT TIGERS 


26 


Goebel Brewing 
Speedway Petroleum 


WJBK-TV° 





BALTIMORE ORIOLES 


21 


Gunther Brewing 


WAAM* 
WBAL-TV 
WMAR-TV 





WASHINGTON SENATORS 


24 


National Bohemian 


WTTG 





KANSAS CITY ATHLETICS 


None 


* Network: wuw-p Dayton, wiw-c Columbus and wsaz-tv Huntington, W. Va. 
* St. Louis Cardinals are owned by Anheuser-Busch (Busch Bavarian). 
*wrrH will telecast the club’s 29 away night games. 
‘Network: Probable line-up—wstv-tv Steubenville and wyac-tv Johnstown. 

° Network: wxkzo-tv Kalamazoo, wKNx-tv Saginaw, wmtv Cadillac, wyim-tv Lansing and wspp-tv Toledo. 

* Network: wsoc-tv Salisbury, wcms-tv Harrisburg, wNow-tv York, wsBa-tv York, wmMa.-tv Washington, wrop-tv 


wttc Washington 


Washington and 











the number of tv sets since the 195] 
negotiations. The baseball players’ pen- 
sion fund draws 60 per cent of the 
rights money for these events. 

NBC also is expanding its tv cover- 
age of baseball this year by presenting 
a 26-game weekly series on Saturday 
afternoons. This will run opposite the 
CBS-TV Game of the Week. The NBC 
games will be seen on 130 tv stations. 
All the clubs in the National League 
will be seen plus the Boston Red Sox, 
Cleveland Indians, Detroit Tigers, New 
York Yankees and the Washington 
Senators in the American League. The 
first regular-season telecast will be 

-seen April 20, preceded by two ex- 
hibition contests. At press time, no 
sponsor had been announced. 

This 26-game baseball schedule 
rounds out an almost full year of 
sports programming on Saturday 
afternoons by NBC. This plan, first 
revealed to agencies last fall, calls for 
the presentation of 48 weeks of sports 
telecasting, involving the pro basket- 
ball schedule (costing advertisers 
$325,000 a quarter), the NCAA foot- 


Vational League attendance 


ball package (at $800,000 a quarter) 
and the 26-game baseball series (at 
$650,000 for one-fourth). (See “Cagers 
Court Tv,” Tv ace, Dec. 17, 1956.) 

For the fifth straight year, CBS- 
TV will be presenting its Game of the 
Week on Saturday afternoons. Spon- 
sors of the 26-week schedule are Fal- 
staff Brewing Co., American Safety 
Razor Co. and Marlboro cigarettes. 
Falstaff, which is generally regarded 
as the founder of the Game of 
the Week concept, and American 
Safety (Gem) sponsored the CBS-TV 
series last year. For Marlboro, this 
not only represents the first time it 
is using baseball in any form, but a 
significant expansion of its advertising 
effort into sports. Marlboro first 
entered sports advertising last fall, be- 
coming the most prominent sponsor 
of pro football with purchases of part 
of the telecasts of 11 of the 12 pro 
teams. 

The CBS-TV Game of the Week will 
be seen on more than 165 stations. 
The network will present the New 
York Yankees, Cleveland Indians, 


Chicago White Sox, Boston Red Sox 
and Detroit Tigers in the American 
League and the Brooklyn Dodgers, 
Cincinnati Redlegs, St. Louis Cardinals, 
Philadelphia Phillies and the New 
York Giants in the National League. 
CBS, in owning the rights to these 
clubs, has the exclusive privilege to 
originate games from these teams’ ball 
parks. However, some of these clubs 
may be seen on the NBC series while 
playing another team whose rights 
NBC owns. 

The usually high ratings that have 
been scored by this event in past years 
will undoubtedly face some re-evalu- 
ation this year when NBC-TV and 
CBS-TV meet head on with essentially 
the same program. The rights for both 
network packages will total $650,000 
each—about $25,000 per game. 

Baseball executives are learning 
that, depending on local situations, 
tv can be moulded to fit their needs 
and increase fan interest and the gate, 
as well as bringing in money for the 
rights. There are more teams tele- 
vising more games this year than ever 


Brooklyn 
Milwaukee 
Cincinnati 
St. Louis 


Philadelphia 


New York 
Pittsburgh 


1,020,531 
2,131,388 
704,167 
1,039,698 
738,991 
1,155,067 
475,494 


1,033,589 
2,005,836 
690,963 
849,130 
922,886 
825,202 


1,199,775 
2,046,331 
1,123,860 
1,029,773 
935,808 
629,267 


477,277 
875,800 


7.680.683 


949,878 


Chicago __ 748,183 (7 
total 8,013,519 


‘ American League attendance 
team 1954 1955 


New York 1,475,171 1,490,736 (1) 
Cleveland 1,335,472 1,221,720 (2) 
Chicago 1,231,629 1,175,785 (3) 
Boston 931,127 1,203,028 (4) 
Detroit 1,079,847 1,181,846 (5) 
Baltimore 1,060,910 852,039 (7) 
Washington 503,542 425,857 (8) 


Kansas Ci 304.666 1,393,054 (6) 
(Philadelphia until 1955) 


total 7,922,364 


1,491,594 
859,557 
1,000,827 
1,137,158 
1,047,045 
901,201 
431,522 
1,015,154 


8,943,465 7,884,058 


combined totals: 15,935,883 


Numbers in parentheses indicate league standing. 


16,624,148 16,518,868 
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before. The significant thing is that 
the various televising plans vary from 
club to club, indicating that each team 
shapes its tv coverage to suit local con- 
ditions. Some clubs televise home 
games only, some do away games only. 
Others carry more away contests than 
home, while some have arranged for 
more home than away. A clear state- 
ment on the benefits—and hazards—of 
television from a baseball standpoint is 
made by Gabriel Paul, vice president 
and general manager of the Cincinnati 
Redlegs: 

“The proper kind of a tv program 
can be very beneficial to a ball club. 
The great danger is that constant tv, 
because of its continuity, can develop 
a listening and viewing habit. Our 
club wants a fair amount of home tv 
and a great amount of road tv be- 
cause, in our opinion, road tv is a 
particular stimulant to attendance and 
interest. At the same time, we do not 
want to eliminate home tv because of 
its proximity to our schedule. We have 
had the best results televising im- 
mediately preceding our higher at- 
tendance spots. The effect of tv on at- 
tendance demands great study. There 
is a great amount of attendance and 
interest stimulation to be had from 
tv. The problem is how to get the 
maximum benefits.” The Reds tele- 
vise more road than home contests. 

The Cleveland Indians, who televise 
more home than away games, have this 
to say: “It is a general feeling of our 
club that the telecasts in no way in- 
jure our attendance, and we are in- 
clined to believe that they actually 
help.” 

Once again this year there is a 
noticeable increase in the number of 
road games televised, with a total of 
331 to be carried in 1957, as against 
304 last year. In fact, five teams will 
present a greater number of road than 
home contests. One of the strongest 
proponents of this concept is the St. 
Louis Cardinals, who will show away 
games only. 

In commenting on this, Frank Lane, 
general manager of the Cardinals, says 
that “by televising road games only, 
a continuity of interest is maintained 
that helps us at the gate for our home 
games. I feel that this is a definite 
benefit to us.” (Continued on page 59) 
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espite taking care of the kiddies, 

doing the cleaning, marketing 
and cooking and attending to all the 
myriad chores commonly associated 
with the occupation of hausfrau, the 
average lady of the house nevertheless 
contrives to spend a good bit of her 
day watching television. 

And perennial soap operas, NBC’s 
expensive Matinee Theatre and Art 
Linkletter, Garry Moore and Arthur 
Godfrey notwithstanding, it’s the 
vicarious thrills and glamour of Queen 
for a Day which command the atten- 
tion of the greatest number of distaff 


Daytime viewing 














Most housewives watch television 


during the morning and afternoon. 


special Pulse survey indicates 


viewers during the daytime. 

In a survey of 1,000 housewives in 
the New York metropolitan area, con- 
ducted expressly for TELEVISION AGE 
by The Pulse, Inc., 63.2 per cent of 
the respondents were found to keep 
an eye on their tv screens sometime 
during an average day. 

The ladies were asked (question 1) : 
“We are interested in your television 
viewing this past week from Monday 
through Friday only; have you 
watched any tv programs during the 
daytime before 6 p.m. any day this 
week?” Of the 632 who replied in the 


QUESTION 1: We are interested in 
your television viewing this past 
week from Monday through Fri- 
day only. Have you watched any 
tv programs during the day- 
time before 6 p.m. any day this 
week? 


Yes 632 63.2% 
No 368 36.8 
Total housewives 

interviewed 1000 100 











QUESTION 2: How many days did 
you watch television programs 
during the daytime? 


One 68 10.8% 
Two ay RTS 
Three 92 14.6 
Four 66 10.4 
Five 295 46.6 
Total housewives 

who viewed 632 100 


QUESTION 3: Did you watch any- 
time in before 
noon; or in the afternoon, be- 
tween 12 noon and 6 p.m. or dur- 
ing both periods of the day? 


the morning, 


Morning 52 8.2% 
Afternoon ye 
Both 263 = 41.7 
Total housewives 

who viewed 632 100 


affirmative, 46.6 per cent—by far th: 
greatest percentage —- admitted to 
watching all five days during the sur- 
vey week (question 2). 

Ten-point-eight per cent stated they 
viewed once, 17.6 said they watched 
two days, 14.6 per cent three days and 
10.4 per cent four days. The 295 who 
watched every day of the week—out 
of the total of 632 who viewed at all 
—would seem to put to rest perma- 
nently any still lingering erroneous 
impression that the average housewife 
has too much to do in the home dur- 
ing the day to watch tv with any 
degree of regularity. 

In the matter of what time periods 
during the day viewing occurred 
(question 3), morning came off a very 
bad third with 8.2 per cent to after- 
50.1. Those women who 
watched both morning and afternoon 
totaled 263, or 41.7 per cent. 

The fourth and final question (“give 
the names of any three daytime tv 
programs that you watched during the 
midweek days”) drew a total of 1,698 
responses from the 632 viewing house- 
wives and was the query wherein 
Queen for a Day—on which a house- 
wifely prototype daily receives a 
plethora of gifts, some of them useful, 


noon’s 


and a 24-hour glamour treatment and 
whirlwind tour of Hollywood—as- 
serted itself. 

Of the 40-odd programs named, the 
NBC audience - participation stanza 
racked up 106 nominations for 16.8 
per cent of the total votes cast. Behind 
it in a tie for second place were Art 
Linkletter’s House Party on CBS-TV 
and the hour-long Matinee Theatre 
(the only other NBC entry among the 
top dozen), each with 97 friends. 


hangers, splitting the first half-hour, 
and the first 15 minutes of the half- 
(4:30-5) did 
surprisingly wel! with 39, 43 and 56 


hour Edge of Night 


watchers, respectively. Even more sur- 
prising was the inability of NBC's 
Queen to hold an audience for the 
quarter-hour immediately following it, 
Modern Romances. The 106 Queen 
followers dwindled to a paltry 15 for 
this serial. 

Also somewhat eyebrow-lifting was 


QUESTION 4: Can you give me the names of any three daytime tv programs 
that you watched during the midweek days? 


Brighter Day 39 6.2% 
Arthur Godfrey 89 14.1 
Strike It Rich 62 98 
Big Payoff 89 14.1 
Garry Moore 91 14.4 
Valiant Lady 30. .79 
Search for Tomorrow 60 9.5 
Art Linkletter 97 15.3 
Guiding Light 69 10.9 
Bob Crosby 52 8.2 
Love of Life 26 «4.1 
Modern Romances is 2a 
Queen for a Day 106 16.8 
Tic Tac Dough 30 4.7 
Tennessee Ernie ye Bs 
Today 29 «=4.6 
Amos & Andy 2 32 
Home Show 35... 55 
Price Is Right 26 «(4.1 
As the World Turns 19 3.0 
Edge of Night 56 68.9 
It Could Be You 19 3.0 


Garry Moore’s 10 a.m. show copped 
third place with 91, while The Big 
Payoff and Arthur Godfrey wound up 
in a dead heat for fourth honors, with 
89 respondents apiece. 

Against CBS-TV’s 12-1 p.m. block 
of four quarter-hour soapers— Valiant 
Lady with 50 nods, Love of Life with 
26, Search for Tomorrow with 60 and 
Guiding Light with 69—NBC had 
some rather tough going with Tic Tac 
Dough, 30 viewers between noon and 
12:30 p.m., and Jt Could Happen to 
You, a weak 19 during the following 
half-hour. 

Opposite the most-viewed Queen for 
a Day between 4 and 4:45 p.m., CBS’ 
Brighter Day and Secret Storm cliff- 


Tex & Jinx 28 4.4 
Early Show s 3&5 
Richard Willis i? “27 
Junior Frolics 10 «16 
Mickey Mouse 24 38 
Matinee Theatre 97 15.3 
Secret Storm 43 68 
Ted Steel ae 
Our Miss Brooks 30 4.7 
Stand Up & Be Counted 20 = 3.2 
Sandy Becker 5 24 
Captain Kangaroo i? 27 
Stories 3- 32 
Movies 58 9.2 
Stu Erwin 10 3416 
Truth or Consequences 10 = 1.6 
Wendy Barry 10 16 
Mr. & Mrs. North 10 «1.6 
Good Morning 10 16 
Misc. 138 218 
Total responses 1698 

Total housewives 

who view 632 


the s:owing—or rather, lack of show- 
ing—made by NBC’s Home program 
between 10 and 11 in the morning. 
Supposedly a “typical woman’s show” 
in concept, format, material and execu- 
tion, Home elicited only 35 responses, 
as against, for example, the high 91 
registered by Garry Moore’s more or 
less general musical-variety session. 

Curiously enough, re-runs of the 
long-time CBS-TV network evening 
Our Miss Brooks, got 
housewifely attention than such soap- 
ers as Love of Life and As the World 
Turns, supposedly strictly-for-women 


show, more 


daytime items, or the live Tex Mc- 
Crary-Jinx Falkenberg stanza, also 


aimed expressly at distaff viewers. 
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Cost 
may sell tv 
short 


Researcher argues 
character of 

audience is important 
in weighing 


advertising impact 


aay t seems paradoxical that the type 
of media research that receives 
by far the most stress lends itself most 
readily to selling television short,” 
says Dr. Le.a Arons, director of re- 
search, Television Bureau of Adver- 
tising. 

By this he refers to the great concern 
with audience size—often garnished 
with some audience characteristics— 
which then too frequently is trans- 
lated into “cost-per-thousand.” Cost- 
per-thousand, says Dr. Arons, is an in- 
complete measure for media generally, 
and it particularly penalizes television, 
which has so many special qualities 
for communicating with and influenc- 
ing the consumer in the advertiser’s 
behalf. 

“Audience research is important,” 
Dr. Arons continues. “It is important 
to know the size and nature of the me- 
dium’s audience—age, sex, occupation, 
socio-economic condition, education, 
residence, ownership or consumption of 
goods and so forth.” He hopes that 
TvB has made a contribution in its 
continuing program of studies which 
specifically link media to the markets 
for goods and services. Such results, 
Dr. Arons feels, can be quite helpful 
to the advertiser in planning his mar- 
keting and advertising strategy. 

However, all media-market studies 
are not automatically meaningful to 
the advertiser, claims TvB’s research 
director, citing as a case in point the 
recent teen-age study done for the Bu- 
reau of Advertising, American News- 





DR. LEON ARONS 


paper Publishers Association. The Bu- 
reau collected a mass of data describ- 
ing the size and importance of the 
teen-age market, together with replies 
to questions of “attitude” and use of 
media. 

The Bureau’s definition of “teen- 
age” as 13 to 19 years old, while tech- 
nically correct, seems out of line with 
actual usage, says Dr. 
Arons—particularly when one thinks 
of 18- and 19-year-olds in the armed 
forces, eligible to vote in some states, 
being in college and in the light of the 
Bureau’s own observation that half 
the women in the U.S. are married be- 
fore the age of 20. 

Believing that the term “young 


everyday 


adults” would probably be a more 
meaningful designation for the 18- and 
19-year-olds, Dr. Arons states that in- 
clusion of these young adults takes on 
further significance from a media 


Average Minutes Per Day Per Person in U. S. According to Age 
Reading Newspapers and Viewing Television 








Average Weekly 
Age Mon.-Fri. Saturday Sunday Average Ratio 
Nsp Tov Nsp Tov Nsp Tv Nsp Tv Tv/Nsp 
Under 6 ay 72 1 89 2 34 1 72 72.0 
6-11 6 111 9 157 16 102 8 117 14.6 
12-17 20 114 12 115 27 134 19 117 6.2 
18-34 37 100 30 109 45 113 37 103 2.8 
35-49 49 102 38 106 50 121 48 105 2.2 
50 & Over 52 106 42 112 50 113 51 108 2.1 
All persons a See - . oan 38 ~=—s«10 | Se ee § oes 
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standpoint, since there is definite evi- 
dence that the incidence and extent of 
newspaper reading tend to increase 
with age and that newspapers are essen- 
tially an “adult” medium. Tv, on the 
other hand, shows relatively constant 
and high levels for every age group- 
ing: older adults, young adults, teen- 
agers and children. 


Tv More Entertaining 

Dr. Arons finds it of interest that 
the Bureau of Advertising’s “attitude” 
questions led to showing that 70 per 
cent of teen-agers—in the Bureau’s 
definition—think television is “more 
entertaining,” while 54 per cent con- 
sider newspapers “more practical.” 
What the respondents themselves took 
and 
mean in the context of the interview is 


“entertaining” “practical” to 
not clear, Dr. Arons points out. 

However, the implications of a na- 
tionwide study conducted for TvB by 
The Pulse, Inc., seem fairly obvious 
for the advertiser interested in reach- 
ing the teen-ager, says Dr. Arons. The 
survey disclosed that on an average 
day early in September 1956, teen- 
agers in the U.S.—defined as age 12 
to 17—averaged 19 minutes with 
newspapers (daily, Sunday, weekly) 
both in and out of the home, and 117 
minutes with television. 


Comparative Media Studies 

Some of TvB’s studies, like the one 
just cited, states Dr. Arons, are com- 
parative media studies — studies in 
which the frame of reference is all 
households and people in the market 
(not just readers or television homes) 
and with the same measuring technique 
used in the field. As a result, direct 
and valid comparisons can be made 
between media. This represents an im- 
portant area for audience research. 

However, the media research area 
in which too little has been done—and 
one of particular significance for tele- 
vision in relation to other media—is 
one which Dr. Arons describes as 
“media dynamics.” Here he includes 
the imperfectly explored problems of 
how a medium works, the personal 
meanings and values attached by the 
consumer to each medium and the me- 
dium’s efficiency as a means of com- 
munication. 

Here, too, is the whole area of each 





Local Color 


wBrRE-TV Wilkes-Barre has be- 
gun a schedule of at least six 
hours of local colorcasting week- 
ly, it has been announced by 
David M. Baltimore, vice presi- 
dent and general manager. In- 
augural week of local color in- 
cluded cooperative telecasts from 
Wilkes-Barre’s leading depart- 
ment Dick & 
Walker, including fashion shows 
and housewares demonstrations, 


store, Fowler, 


a cooking show and other events. 
Station management has 
nounced a 25-hour weekly color- 


an- 


casting goal for the outlet. This 
will include 20 hours 
of network programming and 
around six hours of local live 


some 


and film shows. 











medium’s relation to the “buying proc- 
ess” for goods and services—often re- 
ferred to as “impact” or “effective- 
ness.” Dr. Arons feels that the concep- 
tions used in many, perhaps most, 
sales-effectiveness studies are too limit- 
ing and represent considerable over- 
simplification. Too little is 
about the consumer buying process, 
done. 


known 


and much research could be 
However, a start can be made by ex- 
ploring the contribution made by in- 
dividual media to apparent “stages” 
in the process. 

For example, how individual media 
work in developing a “felt need” for 
the product or service, and their rela- 
tive efficiency; the process of identify- 
ing this “felt need” favorably with the 
brand of the advertiser; reducing the 
incubation period for purchase, and 
the lag in repeat sales; triggering ac- 
tion, purchase; keeping the consumer 
happy with his purchase in order to 
create a favorable climate for repeat 
sales, and affecting friends and family 
(and others) for positive influence on 
the prospect. 

“If we can learn more about the 
buying process itself and the different 
stages involved,’and if we can learn 
more about the role of individual 
media at each stage, we will be in a 
much better position to use media in- 
telligently,” Dr. Arons says. 





Some studies dealing with individual 
stages have already been done. TvB 
itself conducted a study some time ago 
on the effect of individual media on 
the “buying climate,” conducted in 
supermarkets to reduce the influence 
of sales personnel. More recently, the 
Bureau conducted a study on the trig- 
gering of action, in this case the in- 
fluencing of prospects to go to an au- 
tomotive showroom. 

One interesting outcome of this study 
was the indication of tv’s power to af- 
fect the prospect’s social environment 
—his wife, children and friends, who 
in turn exerted pressure on the pros- 
pect. The influence of television thus 
reflected itself not only by direct pres- 
sure upon the prospect himself but 
also indirectly through his social en- 
vironment. 
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Women’s Directors of U.S. Commercial Television 


ALABAMA 
Birmingham 
wast—Bette Lee 
Dothan 
wtvy—Barbara Gellerstedt 


Montgomery 
wcov-tv—Martha Hall 


ARIZONA 
Phoenix 
KPHO-TV—Ruth Dunlop 


Tucson 
KVOA-TV—Rosalie McElroy 


ARKANSAS 
Little Rock 


KARK-TV—Pat Fontaine 


CALIFORNIA 
Bakersfield 

KERO-TV—Raylene Merman 
Chico 

KHSL-Tv—Jeannie Posie 
Fresno 

KyEO—Frances Quinn 
Sacramento 

KcrA-TV—Milly Sullivan 
San Francisco 

Kco-tv—Ann Holden 


Santa Barbara 


KEY-T—Mary Ann Casey 


COLORADO 
Colorado Springs 
KKtv—Jo Ann Rowe 


Denver 
KBtTv—Jill Ferris 


Grand Junction 
KREx-TV—Vivian Brown 


Pueblo 
KcsJ-TVv—Mary Smith 


CONNECTICUT 
West Hartford 
wnsc—Mrs. Eileen Burr 


Waterbury 


watr-tv—Astrid Curtis 


FLORIDA 
Daytona Beach 
wesH-tv—Kathy Senior 
Miami 
witv—Mrs. Bea May 
Jacksonville 
WwJHP-TV—Martha Thomas 
WMprR-TV—Virginia Atter 
Tampa 
WFLA-Tv—Olga Hanscomb 


GEORGIA 
Augusta 
wspr—Beverly Blemker 
wrow-tTv—Joyce Heyward 
Columbus 
WDAK-TV—Mary Margaret 
Byrne 
wrBL-TV—Rozell Fabiani 
Savannah 
wsav-tv—Kitty Cope 
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ILLINOIS 
Champaign 
we1a—DiAnne Johnson 
Chicago 
wBBM-TV—Lee Phillip 
WGN-Tv—Myrtle Stahl 
Decatur 
wtvp—Kim Wilson 
Peoria 
wtvH—Nina Dancey 


Springfield 
wics—Patte Preble 


INDIANA 
Bloomington 
wttv—Sue Sherman 
South Bend-Elkhart 
wsJv-tv—Jo Valli 
Evansville 
wrie—Mrs. Jeanette Macke 
Indianapolis 
wFBM-Ttv—Ann Wagner 
South Bend 


wsBt-Tv—Eleanor Moore 


IOWA 
Cedar Rapids 
KcrG-Tv—Shirley Jennings 
Fort Dodge 
KQgtv—Eve Rubenstein 
Mason City 
KGLO-tv—Jay Martens 
Ottumwa 
KTvoO—Kay Rea 
Sioux City 
KT1Iv—Pauline Schmidt 
Kvtv—Jan Voss 
Waterloo 
KWWL-Tv—Jeanette Elliott 


KANSAS 
Topeka 
wisw-tv—Dottie Paige 
Wichita 
KAKE-TV—Ethel Jane King 
KARD-TV—Mary J. Phares 


LOUISIANA 

Alexandria 
KALB-Tv—Vivian Close 

New Orleans 
WJMR-TV—Frances Berry 


Shreveport 
KTBS-Tv—Connie Hart 


MAINE 

Bangor 
w-Two—Jeanne DuMont 

Portland 
wcsH-tv—Agnes F. Gibbs 
WGAN-TV—Jane Lauten 


MARYLAND 


Baltimore 
WBAL-TV—Mollie Martin 


WMAR-Tv—Janet Covington 
MASSACHUSSETS 
Springfield 

ww_p—Kathryn Broman 


MICHIGAN 


Cadillac 
wwtv—Cynthia Harlan 


Grand Rapids 


woop-tTv—-Carol Duvall 
Kalamazoo 
Wkzo-Tv—Louise Carver 


Saginaw 
WKNX-Tv—Sallie Hinds 


MINNESOTA 
Duluth 
KDAL-TV (Superior, Wis.) — 
Marian Key 


Minneapolis-St. Paul 
wcco-tv—Arle Haeberle 


Rochester 
KRoc-Tv—Gayle Lenarz 


MISSISSIPPI 


Jackson 
wLat—June King 


MISSOURI 

Hannibal 
KHQA-TV—Mrs. Marian Mil- 

ligan 

Kansas City 
Kcmo-tv—Anne Hayes 
WDAF-Tv—Bette Hayes 

St. Joseph 
KFEQ-Tv—Esther Donat 

Springfield 


Kytv—Alice Lowe 


MONTANA 


Missoula 
KMSO-Tv—Betty Brown 


NEBRASKA 
Kearney 
KHOL-TV—Maurine Eckoft 
Lincoln 
KOLN-TV—Lois Weaver 
Omaha 
KMtTv—Bettie Tolson 
wow-tv—Connie Cook 


NEW MEXICO 
Albuquerque 
KGGM-Tv—Vergie Abeyta 
KOAT-TV—Barbara Curran 
KoB-Ttv—Marge White 
Carlsbad 
KAVE-TV—Beth Fuller 


NEW YORK 
Buffalo 
wer-tv—Mrs. Helen Neville 


Carthage _ 
weny-tv (Watertown) — 
Mrs. Dorothy Parr 
Rochester 
wroc-Ttv—Ann Rogers 
WHEC-Tv—Dorothy Cotton 
Syracuse 
WHEN-TvV—Kay Larson 
wsyr-Tv—Kay. Russell 


NORTH CAROLINA 


Charlotte 
wstv—Betty Feezor 


Stations 


Durham 
wtvp—Peggy Mann 


NORTH DAKOTA 


Minot 
KcJjB-TV—Cis Hadley 


OHIO 
Akron 
WAKR-TV—Robbie Stillman 
Cleveland 
wews—Betty Cope 
Steubenville 
wstv-Tv—Virginia Griffin 
Youngstown 
WFMJ-Tv—Marijorie Mariner 


Zanesville 
WHiIz-Tv—Ramona Kieffer 


OKLAHOMA 
Enid 

KGEO-Ttv—Armyn Streets 
Lawton 

Kswo-tv—Ethel Fitzwilson 
Muskogee-Tulsa 


KTVx—Pat Robertson 
Oklahoma City 
Kwtv—Vivian Batten 


Tulsa 
Kotv—Betty Boyd 


OREGON 
Portland 


KLoR—Vere Kneeland 


PENNSYLVANIA 
Johnstown 
WwArRbD-Tv—Alma Cramer 
Scranton 
WARM-Tv—Janet Miller 
Wilkes-Barre 
WILK-Tv—Nancy Berg 


York 
wsBA-TV—Eve Cook 


SOUTH CAROLINA 

Anderson 
WAIM-Tv—Sue Muir 

Greenville 
wrsc-tv—Alice Wyman 


Spartanburg 


wsPA-Tv—Jane Dalton 


SOUTH DAKOTA 
Rapid City 
KOTA-TV—Polly Weedman 


Sioux Falls 
KELO-Tv—Virginia Harris 


TENNESSEE 
Chattanooga 
WDEF-TV—Drue Smith 
Jackson 
wpxI-Tv—Marge Borg 
Johnson City 
WJHL-Tv—Bets Harrell 
Knoxville 
WATE-TV—Mrs. Mary Walker 
wsIrR-TV—Ellie Moore 
wtvK—Jeanni Sparks 











Woman 8 (Continued from page 31) 


the Department of Agriculture, five 
minutes with a public librarian, film 
clips of local happenings and any news 
of general interest to women. 

The show has been sponsored for 
three years across-the-board by the 
Electric Power Board. 

A veteran among radio-ty shows 
slanted at women is WLW-Television’s 
50-50 Club, carried weekdays over the 
Crosley stations in Cincinnati, Day- 
ton and Columbus. 

The tri-city presentation recently ob- 
served 11 consecutive years of broad- 
casting with Ruth Lyons heading the 
show all the while. Based on five daily 
shows, 52 weeks a year, Miss Lyons 
has made 2,860 performances on both 
radio and tv (tv the last eight years). 


Continuously Sponsored 


An hour-and-a-half show daily, 50- 
50 has been continuously sponsored. 
There are 16 regular commercial spots 
a day, plus a five-minute sponsored 
weathercast. According to the stations, 
the show has dominated the ratings in 
its time slot for the last several years. 
A sample of pulling power is the recent 
“One O'Clock Jump” promotion. View- 
ers submit name, address and phone 
number on a postcard. The cards are 
drawn for an on-the-air tune quiz with 
$25 daily prize. More than 50,000 
cards have come in thus far. 

The show has a live audience, and, 
says the station, when tickets were 


made available, one day’s mail called 
for tickets covering shows for the next 
seven years (seating capacity for each 
show is 100). 

At wews Cleveland, the major 
women’s show bypasses cooking, sew- 
ing and the household crafts in favor 
of a more personai slant. Beauty For 
You, on the air since 1949 Monday 
through Friday from 9:30 to 10 p.m., 
concentrates on beauty and health. As 
emcee Paige Palmer describes it: 
“Beauty For You is a guide to a better 
way of life for women of all ages; a 
program planned to help women find 
beauty in their everyday surroundings 
—in the home, in business and within 
themselves. 1 demonstrate exercises 
daily to help my viewers to have 
perfect posture and figure perfection 
... A major portion is devoted to the 
art of camouflage (corrective make-up, 
hair care and styling, wardrobe plan- 
ning and fashion). The viewer is also 
taught how to attain poise, charm and 
grace.” 

For five consecutive years the show 
has won the Cleveland Press Poll and 
it received the 1955 AFTRA award 
for best beauty program. In 1954, 
Beauty For You won AFTRA’s citation 
for best women’s program. 

The show receives about 1,000 let- 
ters a week, says Miss Paige. All mail 
is read and answered. Sponsor mailing 
stuffers are sent out with each letter. 
Current sponsors are Beauty Set Sham- 
poo, Duets and Rose Laird Cosmetics. 

WEws also has women’s director 
Betty Cope as hostess of the Morning 


Movie each weekday from 10:30 to 
11:55 a.m. She does an occasional in- 
terview during the film and live com- 
mercials, 

An entirely live show which uses 
a fully equipped kitchen set and also 
an elaborate living-room set is the big 
women’s attraction on WRBL-TV Colum- 
bus, Ga. Women’s director Rozell 
Fabiani handles the half-hour Monday- 
Friday At Home With Rozell, slotted 
from 9:30 to 10 a.m. Cooking demon- 
stration from the kitchen set is a 
feature of each show. In the living 
room, Rozell interviews guests and also 
demonstrates ideas for parties, deco- 
ration, floral arrangements and so on. 


Power Demonstrated 


Pull of the show is reflected in a 
concentrated campaign by Columbus 
Maytag Co. The advertiser offered 
Maytag Coffee Warmers for 69 cents 
(retail value was $1.25). Purpose of 
the offer, made only on At Home With 
Rozell, was to create store traffic. Three 
hundred coffee warmers were sold. As 
the result of store traffic created by 
the sale, more than 50 washers, sev- 
eral tv sets and other appliances were 
sold. 

Another show angled to health and 
beauty is Slimnastics, a Monday to 
Friday 15-minute morning show on 
wBNs-Tv Columbus, O. But the sta- 
tion’s main feature for women is the 
Monday 1 to 1:30 p.m. Sharp Com- 
ments. It’s the oldest women’s show 
in the Columbus area (debut, Novem- 


(Continued on page 42) 








TEXAS 

Abilene 
KRBC-TV—Cleo Todd 

Amarillo 
KFDA-TV—Liz Merchant 
K¢nc-TV—Ruth Brent 


Austin 
KTBC-Tv—Linda Lee 
Beaumont 


KFDM-tv—Gloria DeVore 
Big Spring 
KBST-TV—Joan Forrest 
Dallas 
WFAA-TV 
EI Paso 
KTSM-Tv—Joan Carter 


Ft. Worth 
WBAP-TV—Margret McDonald 


Julie Benell 


Galveston 
KCUL-Ttv—Marge Crumbaker 


Harlingen 
KGBT-TV—Sy Schnider 


Laredo 
KHAD-Tv—Mrs. Marge 
Weatherford 
Lubbock 


KcBp-TV—Jennie V. Wynne 
KpuUB-Tv—Polly Hargrove 
Lufkin 


KTRE-TV—Elizabeth Calloway 


Odessa 
KosA-tvV—Bette B. Miller 
San Angelo 
KTXL-TV—Penny Ward 
Temple-Waco 
KCEN-Tv—Cathy Greene 
Tyler 
KLTV (Longview)—Mary Lou 
Wylie f 
Waco 


KWTX-Tv—Marvel Russell 
Wichita Falls 

KFDx-Tv—Mary Hood 

KsyD-Ttv—Mary Hood 


UTAH 
Salt Lake City 


KTvtT—Josie Barnes 


VERMONT 
Burlington 


wcax-Ttv—Helen Workman 


VIRGINIA 
Bristol 


wcys-tv—Alice Friberg 


Harrisonburg 
wsva-Tv—Virginia Lindamood 


Petersburg-Richmond 
wxeEx-Tv—Lee Lounsberry 


Portsmouth 
wrov-tv (Norfolk )— 
Madeline Shockley 


Richmond 
wtvr—Jane Brooks 


Roanoke 
wsLs-tv—Betty Bond 


WEST VIRGINIA 
Bluefield 


WHis-Ttv—Jackie Oblinger 


Wheeling 


wtrF-Tv—Cookie Edwards 


WISCONSIN 


Madison 
wkow-tv—Luella Mortenson 


wmtv—Beverly Stark 
Milwaukee 
WISN-TV—Trudy Beilfuss 
wtTMJ-Ttv—Beulah Donahue 


wsau-tv—Lolita Woodard 


ALASKA 


Anchorage 
KTvA—Audrey Davies 


HAWAII 
Honolulu 


KULA-TV—Jeanette Murai 
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Woman 3 (Continued from page 41) 


ber 1949), emceed by Fern Sharp. The 
station proudly calls Fern the ac- 
credited leader in fashion, food and 
home furnishings. One of the show’s 
noteworthy trademarks is Fern’s in- 
exhaustible collection of hats. She 
opens each week’s show by coming out 
from under a new bonnet. Besides the 
home crafts, the show includes local 
women’s activities and comments on 
current and classic literature. 


Loyal Sponsors 


Proved success of the show is re- 
flected in sponsor loyalty. Borden and 
Trowbridge have been with Sharp 
Comments since its start seven and a 
half years ago. For two years, Borden’s 
has conducted an Easter cottage-cheese 
cartoon campaign, and the company is 
repeating it this year. Says George 
Leslein, Borden’s division sales man- 
ager, “Our tv campaign on the Easter 
cartoons resulted in a heavy increase 
in our cottage-cheese business last 
year.” 

Long experience in theatre and radio 
prepared women’s director Julie Benell 
for her top selling role on WFAA-TV 
Dallas. Julie works from a kitchen set 
and a sun room on a one-hour show 
that has a maximum of nine participat- 
ing sponsors and which runs close to 
capacity most of the time. She has a 
large file of advertiser endorsements. 
Examples: Hap Holliday, ad manager, 
California Co. — 
“ ... Your program is our outstand- 
ing tv show on every basis. Your per- 
sonal interest in Nielsen’s Tuna, the 
added efforts you have taken to assist 
us in distribution, the consumer’s ac- 
ceptance of your endorsement, and the 
terrific increase in sales which have 
grown steadily since we placed Niel- 
sen’s Tuna on WFAA-TV, have been out- 
standing.” 

Clyda Boles, Sani-Wax Co.—We’re 
so well pleased with the job you are 


Tuna Canning 


-doing on Sani-Wax that we are plan- 


ning to use similar tv programs in 
other cities.” 

L. A. Hill, L. A. Hill & Co—*...1 
have just been advised that the orders 
for Johnny Jester Clown Dolls from 
the Dallas area exceed in volume the 
orders received from any other ter- 
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ritory in which the promotion has been 
put. We attribute this exceptional re- 
turn to your handling of the offer as 
well as the demonstration of our mer- 
chandise.” 

Julie Benell’s theatrical background 
includes graduate work at the Pasa- 
dena Playhouse, the Savoy Players of 
San Diego, five years on Broadway and 
five years with the Stella Dallas cast 
on radio. She has had 21 years of 
broadcast experience. 

Most successful women’s show on 
wBAP-TV Fort Worth is Texas Living, 1 
to 1:45 p.m. Monday through Friday. 
Broadcast in color, it’s a combination 
cooking, interview and fashion show. 
Margret McDonald is emcee and for 
the cooking segment she works in a 
kitchen that is not only modern but 
colorful. Sponsorships are held to six 
for each show, and the emcee will not 
take competing products or products 
that she does not personally approve. 
Several of the advertisers on Texas 
Living have been with the show since 
its start six years ago. 

Besides being the star of her own 
show, Margret McDonald is also di- 
rector of home economics and director 
of publicity and promotion for wBapP- 
TV-FM-AM. 


All-Live Program 


WOC-TV’s most popular show, ac- 
cording to viewer response, is Especi- 
ally for You, 12:05 to 12:30 p.m. 
Monday through Friday. The all-live 
program is emceed by Patricia Sun- 
dine and includes most all things of 
interest to women—home fashions, 
new trends in furniture, rugs, fabrics, 
accessories for the home, personal 
fashions, household hints and women’s 
news. The station’s music director, 
George Sontag, brightens the show 
with a couple of piano numbers each 
day. 

In a recent contest, Especially for 
You was named the number-one day- 
time program on woc-Tv. Viewers 
were asked to pick their favorite show 
and describe why they liked it in 25 
words or less. The women’s show top- 
ped all other programs, local and net- 
work on the Davenport outlet. 

KOA-TV Denver has no women’s 
show per se, but staffs a pretty, trim 
lass identified as The Girl Next Door. 
She is available throughout the broad- 


cast schedule for live commercial pre- 
sentations from kitchen or other ap- 
propriate setting. KOA-Tv plugs The 
Girl Next Door this way: “Most every 
television station has a kitchen show. 
Only Koa-Tv offers a kitchen show all 
day long.” 

The best women’s offering from 
KTSM-TV El Paso is Today’s Kitchen, 
emceed by women’s director Joan Car- 
ter. Live every weekday from 3:30 to 4 
p-m., the show features Joan working 
in a complete kitchen, actually pre- 
paring food on camera and showing 
recipes. She does not prepare com- 
plete menus each day, but rather con- 
centrates on one or two special dishes. 
On Fridays, viewers are invited to call 
in and chat with the show’s hostess 
during the final 15 minutes. Today’s 
Kitchen has from three to six partici- 
pating sponsors every day. 


Sewing Program 


Another KTSM-TV women’s show is 
the Sewing Room, on the air now for 
two years. Anker Sewing Machines is 
a permanent advertiser. 

Mighty popular in Erie, Pa., is 
WIcU’s women’s show handled by 
Mary Lois Traphagen. It’s been on the 
air since 1952, averages 200 letters a 
week and had a November °56 Pulse 
rating of 12.8. The Monday-Friday 1 
to 1:15 p.m. presentation has had a 
variety of national advertisers, the 
most successful campaign to date being 
for RCA Victor Distributing Corp. The 
company distributes Youngstown Steel 
Kitchens and Tappan built-in ranges 
and ovens. Mary Lo’ was chosen to 
demonstrate Tappan’s new Micro- 
Wave cooking unit when the new de- 
velopment had been seen in only five 
other cities. 

Emcee for women’s shows at Woop- 
Tv Grand Rapids, Mich., is Carol Du- 
vall, the station’s women’s director. On 
her show Chic Chat, Monday-Friday 
from 11 to 11:30 p.m., she likes to 
do a good deal more than play hostess 
on a kitchen or living room set. She 
has taken motion pictures herself for 
use on the show, such as her own 
family on a city zoo visit or skiing in 
northern Michigan. 

Besides interviews of well-known 
personalities, Chic Chat has included 
members of a summer stock cast in 
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excerpts from their current production, 
tape and film coverage of the Salk 
Vaccine success, and a series on the 
new Homestyle Center at Grand 
Rapids. The Center will have 50 homes 
of every variety, completely furnished, 
landscaped and open for public in- 
spection. Every year after the Center 
opens, ten homes will be torn down 
and ten new ones built. This will pro- 
vide a continuing display of all that’s 
new in home planning, construction 
and decoration. The series was spread 
over several weeks and used pictures, 
graphs and scale models. 

On the air for five years now, Chic 
Chat has a solid roster of clients. One 
of the oldest is Standard Grocer Co., 
contracting jobber for IGA Stores in 
Grand Rapids and western Michigan. 
Carol’s “penny saving” commercials 
have been highly successful in moving 
IGA’s food stocks. Says Harry Wies- 
kamp of Standard, “ .. . We are writ- 
ing this note to tell you how pleased 
we are with the way you are handling 
our announcements. Our sales have 
never been better and we are looking 
forward to a long and continued asso- 
ciation.” 


Ten Women’s Shows 


wrMy-tv Greensboro, N. C., carries 
ten women’s shows a week. Eighty per 
cent of the shows are live, 20 per cent 
on film. Second Breakfast, emceed by 
Carroll Stoker, is a relatively early 
week-day show from 9:15 to 9:30 a.m. 
One program a week is devoted to 
sewing, one to gardening and one to 
interior decoration. The other two 
cover a variety of interesting subjects 
and ideas for women. Later in the day, 
WFMy-Tv presents What’s Cooking To- 
day. It, of course, features recipes and 
menus and is on the air Monday 
through Friday from 1 to 1:30 p.m. 
Cordelia Kelly handles the show. Both 
shows are participating. 

A dual set, kitchen and living room, 
is used for The Feminine Touch, a 
daily 45-minute women’s show from 
WHTN-TV Huntington, W. Va. From 1 
to 1:45 p.m., Jane Gallagher hosts the 
show which features cooking, fashion, 
grooming, interior decoration and 
topics of interest to women on the 
local, national and world scene. There 
are also interviews with guests of local 





Tv Respected 


The Appliance Distributing 
Co., of Columbia, S. C., has found 
“television to be our most power- 
ful medium,” according to Mil- 
ton E. Mazarick the principal 
executive. “Many bait newspaper 
ads have destroyed public con- 
fidence,” Mr. Mazarick continues. 
“Television is respected, hard- 
sell, result getting.” 

Since last June the company 
has used Late News and half- 
hour programs on wis-Tv Colum- 
bia. Their present schedule in- 
cludes two ten-minute news 
programs and the MCA-TV Film 
Syndication Man Behind the 
Badge. 











and national importance. 

In addition, a newscast, Five Star 
Final, carries a five-minute segment of 
women’s news. 

In Jackson, Miss., WLBT programs 
two women’s shows daily. Journal 3, 
slotted from 1 to 1:30 p.m., uses a 
magazine format which allows for a 
variety of features. Hostess is June 
King. She’s assisted by host Alon Bee 
and WiLBerT, a puppet dragon that 
keeps the kids viewing with their 
mothers. Features include fine arts, 
which are discussed and exhibited by 
competent amateurs or professionals, 
shopping news, music, health and ex- 
ercise, fashions with fashion consul- 
tant Jane ‘Richards, interviews and 
dancing. 

A later show, Kitchen Magic, 3:45 
to 4 p.m. daily, features recipes and 
demonstration by WLBT home econ- 
omist Jo Holland. 

Pull of the shows is indicated by 
letter response. On Journal 3, June 
King made an offer built around a 
sponsor’s product. After three days of 
the commercial, she received a stop 
order from the sponsor who could not 
deal with the many requests. 

Jo Holland offers a recipe booklet 
each month to viewers who send in 
self-addressed, ‘stamped envelopes. 
Monthly she mails out about 650 book- 
lets. Viewers also send in recipes. Sev- 
eral have been demonstrated on the 
show. 


wBiR-TV Knoxville, Tenn., tries to 
meet the interests of all women on its 
half-hour daily women’s show, Meet 
Mrs. Moore. It’s entirely live, except 
Wednesdays when a film tour is made 
of Knoxville homes (to show decorat- 
ing trends) or a local institution, such 
as the Crippled Children’s Hospital. 
Emcee Ellie Moore features fashions, 
interviews people with unusual hob- 
bies, interests or ability in crafts. She 
has weekly interviews with doctors, 
teachers, ministers, church and club 
women. The variety coverage is meant 
to appeal to a wide range of tastes 
to housewives, career women, club 
women and so on. 

The show has an imaginative ap- 
proach to advertising. During the 
Christmas season, a set was built of 
six store windows, exact replicas of 
those of various sponsors. Items from 
the stores were displayed in the win- 
dows and described by Mrs. Moore. 
Fashions are displayed on a manne- 
quin which was named in a viewer 
contest. 


Cooking Show 


Twice a week KHAD-TV Laredo, 
Texas, presents Margie’s Kitchen, a 
half-hour Margie 
Weatherford, a former teacher in the 


Laredo public schools. A selected and 


show emceed by 


tested recipe is prepared on the mod- 
ern General Electric kitchen set. 

The show also uses household hints 
sent in by viewers and answers viewers’ 
queries concerning household and 
homemaking problems. To get across 
fashion highlights, beauty care and 
grooming information, the show often 
uses interviews with experts, and film. 

Participating sponsors for Margie’s 
Kitchen include Coca Cola, Central 
Power & Light, Varden Shop and Ex- 
quisite Form Foundations, Laredo 
Packing Co. and HEB Grocers. Laredo 
Packing held a recipe contest built 
around interviews with a producer, 
packer and retailer in the beef indus- 
try. On three shows, 180 recipes were 
received by mail and 60 more came in 
by phone. 

KLRJ-TV Las Vegas has two offerings 
for the women. One is a half-hour 
daily show called Be My Guest. Ora 
Bridges is hostess for interviews with 
hair stylings, 


specialists regarding 


(Continued on page 44) 
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Woman 3 (Continued from page 43) 


grooming, fashions and so on. The 
other,. Food Page of the Air, is pre- 
sented at 4 p.m. Wednesdays and fea- 
tures recipes and menus for home 
cooking. 

As an example of Ora Bridges’ 
drawing power, the station cites the 
Toys for Tots campaign that drew 125 
letters a day for two weeks. 

wWcKT Miami’s Miami Movietime is 
not all feature film as the title implies. 
Although the early-morning presenta- 
tion does include a full-length feature, 
it also has a live segment with Maxine 
Barrat as emcee. She does interviews 
with locally prominent guests from the 
studios. Often she reverses the process 
and makes a film tour of a Miami 
home in which she is a guest. During 
the week Maxine shops for novelties 
she can demonstrate on the show for 
homemakers. 


Morning Film 


wTtvJ Miami also has a women’s 
angle tied in with an early-morning 
feature-film presentation. The film is 
either cut to under an hour or run off 
on two successive days. From five to 
ten minutes are left at the end of the 
film each day for mistress of cere- 
monies Jackie Pierce. She talks about 
fashions, recipes, social events and so 
on. The station calls Jackie the first 
lady of Florida television. She was 
with WTvJ when it went on the air in 
1949. 

wisN-Tv Milwaukee has _ three 
women’s programs, one filmed and two 
live. Fun to Reduce, a film feature with 
Margaret Firth, airs Monday through 
Friday from 9:15 to 9:30 a.m. Fruit 
Basket, live with Trudy Beilfuss from 
11:15 to 11:30 a.m., offers tips and 
trends in the produce market. It’s aired 
Monday through Friday. In the after- 
noon, Gretchen Colnik, a local person- 
ality, gives helpful household hints on 
Tuesdays and Thursdays from 4 to 
4:15 p.m. 

Ad pull of these 15-minute segments 
spotted through the daytime program 
schedule is shown in expanding cam- 
paign for Red River Potatoes. Com- 
pany at first went on Trudy’s show 
with a single spot a week for six weeks. 
The spread was quickly upped to two 
spots a week for ten weeks, with the 
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company claiming it had sold more 
potatoes in the Milwaukee area than 
ever before. 

waTv Newark, N. J., has a half-hour 
women’s show which it logs as public 
service. Emceed by Margaret Shepard, 
Essex county home agent, the half-hour 
show is under auspices of Rutgers Uni- 
versity. The show has discussions, 
demonstrations and guests covering all 
phases of women’s work. 

Another station using a home dem- 
onstration agent as emcee for its 
women’s show is KNOE-TV Monroe, La. 
Mildred Swift, home agent with Louisi- 
ana State University’s Agricultural Ex- 
tension Department, works from a 
kitchen set with a Negro woman, an 
expert cook who was once major domo 
in the kitchen of the governor’s man- 
sion. The show is at noontime Monday 
through Friday. 

KMTV Omaha, a pioneer station in 
local colorcasting, carries two women’s 
shows live and in color. Your Tv Home 
with the station’s homemaker Bettie 
Tolson is aired at 10 a.m. It’s followed 
immediately by Conversations at 10:20 
p.m. featuring Marianne Peters. The 
Bettie Tolson show, says the station, 
pulls more than 2,000 letters a week. 
Many are requests for recipes. The 
show carries 20 a week. Interviews on 
Marianne Peters show are experts in 
the fields of high fashion, child care, 


psychiatry and so on. 


Across-the-Board 


KTvO Ottumwa, Ia., carries an 
across-the-board women’s show called 
The Kay Rea Show. From 1 to 1:30 
p-m. Monday-Friday, Kay, a former 
motion-picture and Broadway lumin- 
ary, emcees a show that has recipes, 
homemaking tips, fashions and a song 
from time to time by the hostess. 

More than 3,000 women enrolled in 
a sewing course on the show. As for ad 
success, Gooch’s Best Food Products 
received more than 50 requests a day 
for a give-away that required Gooch 
Red Circle Points, available only on 
the company’s products. 

WFIL-TV Philadelphia runs three half 
hour shows for women each week 
called Features For Women. Deborah 
Adams is the emcee and the sponsor is 
the station’s newspaper affiliate in 
Philadelphia, the Inquirer. The news- 
paper uses the show for public rela- 


tions and merchandising. 

However, says George Schiele, 
WFIL-Tv’s publicity director, “We feel 
that in a mature television market, 
specifically ‘women’s’ programs are 
losing out to programming of more 
general interest. Accordingly, the sta- 
tion now schedules less of this type of 
programming than at the correspond- 
ing date of any year in the past.” 

An unusual approach to the women’s 
audience in tv is taken by Westing- 
house station KDKA-Tv Pittsburgh. The 
station twice daily has newscasts per- 
formed by women commentators and 
slanted toward women. Besides the 
local angles, syndicated news film is 
used, 


Complementing “Home” 


Marilyn W. Spear of wcsH-tv Port- 
land, Me., says her station is faced 
with what must be a common problem 
for NBC affiliates — “complementing 
but not duplicating the excellent work 
done by NBC on Home and other net- 
work shows.” 

The station presents a Monday-Fri- 
day show called A Visit With Agnes 
Gibbs. The show’s hostess is a veteran 
of Maine broadcasting. She has had 
the current tv show for four years, 
still has a regularly scheduled radio 
show which she started ten years ago. 

Mrs. Gibbs show is done on a set 
which duplicates a typical Maine 
kitchen—pine cupboards, cabinets with 
a pine-cone design, a nook with maple 
table and chairs. There are several 
long-time advertisers. Some have sup- 
plied the kitchen with its utilities. 

Sponsor reaction has been enthusi- 
astic. Del Monte increased its spot 
campaign at the request of the Maine 
sales manager who credited Mrs. Gibbs 
with sales increases in the area. One 
gas dealer reported a customer seeking 
a heater mentioned in a commercial 
before the Gibb’s show was off the air. 
A premium offer by Utility Gas drew 
800 requests from every community in 
southern Maine and eastern New 
Hampshire. 

Out in Portland, Ore., Vere Knee- 
land has a Monday-Friday 2:30 to 3 
p-m. show that features cooking, music 
and renowned guests. Some of the 
latter have included Sarah Churchill, 
Sophie Tucker, 


Eleanor Roosevelt, 
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464 here is a crying need for 

uniformity in film handling,” 
writes Vernon Gielow, assistant man- 
ager of KQTV Fort Dodge, whose com- 
ments on feature-film audiences and 
prices were carried in this section re- 
cently. 

“There are several organizations,” 
Mr. Gielow continues, “which are doing 
their utmost to solve the poor han- 
dling of film on both the station and 
distributor level. Much work remains 
to be done, however, because we still 
receive an allegedly ‘inspected’ print 
now and then from a distributor, only 
to find out that the print is spliced 
with clear tape or, worse, pinned to- 
gether. 

“Would it be too much,” Mr. Gielow 
says, “to ask any one of a number of 
leading film-distribution companies to 
get together a pamphlet or brochure 
outlining good film techniques and 
procedures, which they can send out to 
the management and film directors of 
tv stations? The film company would 
be doing a great service to the indus- 
try, and reflect favorable comment on 
itself for being that considerate of the 
industry as a giant team all desirous 
of one goal: the ultimate satisfaction 
It would 
seem a step in the right direction to- 


of viewers and sponsors. 
ward establishing an excellent ‘code 
of conduct.’ I’m certain it would help 
get rid of the tape, the pins, the red 
markings, the bad bloopings, etc. 

“I’m not hinting that it is entirely 
the fault of the distributor when a bad 
print goes out to a station. It requires 
mutual action by all who are connected 
with the handling and processing of 
films, and we will certainly support 
action to help clean up the film situa- 
tion . . . all of us can help contribute 
to a sound, realistic approach by doing 
the best we possibly can to preserve the 
status of film by careful handling. . . 
so that ALL stations can continue to 
benefit from it.” 


Syndicated Film 
AAP, INC. 
Warner Features 


KtTwo-tv Casper, Wyo.; 


wosM-tv Duluth; 
WFGA-TV Jacksonville; 


WEAR-TV Pensacola; 





Jack Benny and Ann Sheridan making 
music in AAP’s Warner Bros. feature, 
George Washington Slept Here. 


KOOL-TvV Phoenix; 
Mass.; WWLP 
Huntington. 


Cartoons 


WHYN-TV Springfield, 
Springfield, Mass.; WSAz-TV 


(Merrie Melodies, Looney 
Tunes and Popeyes) 

wosM-Ttv Duluth; weay-tv Green Bay; wrca- 
tv Jacksonville; weco-tv Minneapolis; 
KOSA-TV Odessa; WEAR-TV Pensacola; WHYN- 
Tv Springfield, Mass.; were-tvy Wilkes 
Barre. 


ATLANTIC TELEVISION CORP. 
Champion Package 

wetA Champaign; wkjc-tv Ft. Wayne; 
wsM-tv Nashville; wrat-tv Raleigh; wHyn- 
Tv Springfield, Mass.; wMAL-tv Washington; 
wtvH Peoria; wFLA-tv Tampa. 

55/56 Package 

WRAL-TV Raleigh. 


Million Dollar Package 


wHp-tv Harrisburg; weHt-tv Henderson; 
wrFsBM-tv Indianapolis; wasp New York; 
wRAL-tv Raleigh; wtvH Peoria; WFLA-TV 
Tampa. 

INTERNATIONAL NEWS 
SERVICE 

Telenews Daily Newsfilm 

KUAM-Tv Agana, Guam; wrFit-tv Philadel- 


phia. 

This Week in Sports 
KUAM-TV Agana, Guam. 
Weekly News Review 


wetv Charlotte. 


NBC TELEVISION FILMS 
Adventures of the Falcon 

Columbus, Ohio; Meridian. 

Badge 714 

Alexandria, La.; Dayton; Des Moines; Ev- 
ansville; Ft. Wayne; Harrisburg; San An- 
tonio San Francisco; Toledo; Wheeling. 
Captured 

Bangor; Chicago. 

Crunch and Des 

Cedar Rapids; Chicago; San Francisco. 
Dangerous Assignment 

Chicago. 

Frontier 

Chicago; Clovis, N. M.; Indianapolis; Lake 


Charles; New Orléans; Quincy; San Fran- 
cisco. 


The Great Gildersleeve 


Bangor; Dayton; Los 
Salem. 


Angeles; Winston- 


His Honor, Home Bell 
Lake Charles. 
Hopalong Cassidy 


Baltimore, Chicago, Evansville, Greenville, 
S. C., Huntington, Los Angeles, Minneapolis, 
Tallahassee, Watertown, Winston-Salem. 


Inner Sanctum 

Lake Charles. 

Life of Riley 

Billings, Bismarck, Chico, Waterloo. 
Paragon Playhouse 

Los Angeles. 

Steve Donovan, Western Marshal 


Baltimore, Davenport, Los Angeles, Rock- 
ford. 


Victory at Sea 


Albuquerque, Amarillo, Chicago, Lubbock, 
Midland, Wichita Falls. 


The Visitor 
Eugene. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 

Fabulous Forty 

KERO-TV Bakersfield; wrvK Knoxville; Kiva 
Yuma. 

Rocket 86 

wakr-ty Akron; KERO-TV Bakersfield; wake 
Chicago; wpay-tv Fargo; wrsc-tv Green- 
ville, S. C.; Kprc-tv Houston; wisn-tv Mil- 
waukee; KDKA-TV Pittsburgh; Kpix San 
Francisco; wres Schenectady; wrvt Tam- 
pa; KGUN-TV Tucson; KIVA Yuma. 

TNT 

wast Birmingham; woerF-tv Chattanooga; 
wrsc-tv Greenville, S. C.; KcjB-TV Minot; 
KIvA Yuma. 

20th Century-Fox Features (52) 

wast Birmingham; wrcp-T\ 
wrsc-tv Greenville, S. C.; 
KIVA Yuma. 


STERLING TV CO., INC 
Beat Experts 

Buffalo. 

Betsy Magic Key 

wwrtv Cadillac. 

Bowling Time 


Chattanooga; 
KCJB-TV Minot; 


WER-TV 


wiw-c Columbus; wesH-tv Daytona Beach; 
wcov-tv Montgomery, Philco & Bendix; 
wtve Richmond; KAKeE-tv Wichita, Bennett 
Distr. Co. 


Features 

wLeEv-tv Bethlehem; wHec-tv Rochester. 
For the Ladies 

WGAN-TV Portland. 

I’m The Law 

wnsQ Chicago. 

Movie Museum 

KVOS-TV 
Louis. 
WINIK FILMS CORP. 
Famous Fights 


wer-tv Buffalo; wexs Chicago, Grand Cen- 
tral Mercury. 


Bellingham, Wash.; .Ksp-tv_ St. 


Film Commercials 
AMERICAN FILM PRODUCERS 


Completed: Uddo & Taormina Co. (Prog- 
resso foods), Carlo Vinti. 
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In Production: Uddo & Taormina Co. (Prog- 
resso foods), Carlo Vinti. 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Colgate-Palmolive Co. (Vel), 
Carl Brown; Atlanta Baking Co. (Holsum 
bread), Long; Omar, Inc. (bread), Wherry, 
Baker & Tilden; H. J. Heinz Co. (canned 
foods), MacLaren; Alberto-Culver Co. (VO- 
5, Rinse-Away hair preparation), Wade; 
Pontiac Motor Division-General Motors 
Corp. (cars), MacManus John & Adams; 
U. S. Air Force (Air Force recruiting), 
R&R; The Quaker Oats Co. (breakfast 
foods), Wherry, Baker & Tilden. 

In Production: Atlanta Baking Co. (Hol- 
sum bread), Long; Esso Standard Oil Co. of 
Canada (Carcheck), MacLaren; P. Ballan- 
tine & Sons (beer), Esty; Miles Labora- 
tories, Inc. (Bactine), Wade; Columbia 
Records, Inc. (records), McCann-Erickson; 
Pontiac Motor Division-General Motors 
Corp. (cars), MacManus John & Adams; 
Snow Crop, division of Minute Maid Corp. 
(frozen fruit juices) Bates; The Ameri- 
can Tobacco Co. (Tareyton cigarettes), 
Gumbinner; Walker’s Austex Chili Co. (can- 
ned foods), Fitzgerald; Pioneer Co. (flour), 
Fitzgerald; Linco Products Distributing Co. 
(bleach), Henri, Hurst & MacDonald. 


DYNAMIC FILMS, INC. 


Completed: Charles Antell, Inc. (Shampoo- 
Formula #9), Joseph Katz; Bulova Watch 
Co. (watches), McCann-Erickson; Anahist 
Co., Inc. (cold products), Bates; Muscular 
Dystrophy, direct. 


FILMACK CORP. 


Completed: Tee-Pak, Inc. (Sausage), Crut- 
tenden & Eger; Hekman Biscuit Co. (Club 
crackers), George H. Hartman; Atlanta 
Baking Co. (Holsum bread), Long; Stew- 
art’s Private Blend Coffee Co. (coffee), 
Roche, Williams & Cleary; Sno-Bol Co. 
(Cleaner), U. S. Adv.: Carling Brewing Co., 
Inc. (Stag beer), Erwin, Wasey; Norge Div., 
Borg-Warner Corp. (dealer cut in), Donahue 
& Coe; Indiana National Bank (servic es), 
Caldwell, Larkin, Sidener & Van Riper; Dean 
Milk Co. (milk), Clinton E. Frank. 


FILM CREATIONS 


Completed: American Oil Co. (Amoco gas), 
Katz; Revlon Products Corp. (Aquamarine 
Lotion & Deodorants), Mogul; Johnson & 
Johnson (Liquiprin), Frohlich; - Whitehall 
Pharmacal Co. (Anacin & Heet liniment), 
Bates. 

In Production: Revlon Products Corp. (Top 
Brass), Mogul; Hudson Pulp & Paper Corp. 
(napkins & toilet tissue), NC&K; American 
Oil Co. (Pan American Oil), Katz. 


JAMIESON FILM COMPANY 
Completed: Jack’s Cookies, Fitzgerald; 
Humble Oil & Refining Co. (gasoline), 
McCann-Erickson; Sessions Co., Inc. (Gold- 
craft peanut butter & salad oil), Crawford 
& Porter; Magnolia Petroleum Co. (Mobilgas 
& Mobiloil), Ratcliffe. 

In Production: Old Judge Coffee Co. (cof- 
fee), Hirsch, Tamm & Ullman; Haggar Co. 
(slacks), Tracy-Locke; Humble Oil & Re- 
fining Co. (gasoline), McCann-Erickson: 
Lee Optical Co. (glasses), direct; Mercantile 
Trust Co. (bank), Ratcliffe; Coronet Alumi- 
num Awnings (awnings), Tracy- Locke; Mor- 
ton Foods (salad dressing & potato chips), 
Crook. 


KEITZ & HERNDON 
Completed: Derby Refining Co. (gasoline & 
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oil), McCormick-Armstrong; Ft. Worth Na- 
tional Bank (bank), Glenn; Topeka Savings 
(bank), Whitney. 

In Production: Lone Star Brewing Co. 
(beer), Glenn; Dr. Pepper Co. (soft 
drinks), direct; The O. A. Sutton Corp. 
(Vornado air conditioners), Lago & White- 
head. 


JAMES A. LOVE PRODUCTIONS 


Completed: Westinghouse Electric Corp. 
(Studio One), McCann-Erickson; U. S. Air 
Force (Civil Air Patrol); Vick Chemical 
Co. (Vaporub in Steam), Morse; Scott 
Electric Mower, direct; Aluminum Co. of 
America (Alcoa aluminum awning), F&S&R. 
In Production: Westinghouse Electric Corp. 
(Corporation spots), McCann-Erickson; Ray- 
theon Mfg. Co., direct. 


MPO TELEVISION FILM, INC. 


Completed: Philip Morris, Inc. (Philip Mor- 
ris cigarettes), Ayer; Lever Bros. Co. (Life- 
buoy), SSC&B; Lever Bros. Co. (Rinso), 
JWT; P. Ballantine & Sons (beer), Esty. 

In Production: Revlon Products Corp. 
(Clean & Clear, Moondrop), LaRoche; Gil- 
lette Safety Razor Co. (razors), Maxon; 
Corn Products Refining Co. (Nu Soft), 
McCann-Erickson; Lever Bros. Co. (Easy 
Win contest), JWT; Richard Hudnut Sales 
Co., Inc. (Creme Rinse "N Set & Quick), 





A commercial made by Animation, Inc. 


for Oscar Mayer & Co. 


SSC&B; Shulton, Inc. (Old Spice), K&E; 
Colgate-Palmolive Co. (Vel), Lennen & 
Newell; Dan River Mills, Inc. (Wrinkl-Shed 
Dri-Don), Grey. 


NATIONAL SCREEN SERVICE 


Completed: National Telefilm Associates 
(titles), NTA; Pharmaceuticals Inc. (Za- 
rumin), Edward Kletter; Movietime, USA, 
Hollywood Best, WFIL-TV; Lever Bros. Co. 
(Lux Liquid soap), JWT. 

In Production: Boyle-Midway, Inc. (Griffin 
Liquid wax), Geyer; Daily Mirror (Daily 
Mirror Youth Program), (direct) ; Ed Sulli- 
van, CBS (titles), CBS; The Barbaso Co. 
(Presto shaving lather), Erwin, Wasey; 
Burry Biscuit Corp. (Chocolate Chip, Gau- 
chos, Fudge-Filled Shortbread & Moonlight 
Mallows), Beacon; United Artists (City on 
the Hunt), direct. 


FRED A. NILES 
PRODUCTIONS, INC. 


Completed: Kelsey-Fraser (Electric living), 
(Electric Utility Spots) ; Montgomery, Ward 
& Co. (Super House Paint), direct; West 
a Aluminum Co. (various), Western 
Vv 
In Production: Oklahoma Oil Co. (gasoline), 
Maryland; Kellogg Co. (Rice Crispies) , 
Burnett; Hudepohl Brewing Co. (beer), 
Stockton-West-Burkhart ; Leonard Refineries 
(gasoline), Wesley Aves; Montgomery, 
Ward & Co. (refrigerator-freezer), direct. 





Tv Seils Homes 


After a two-week run on 
WNDU-Tv South Bend, Midway 
Swift Homes is increasing its tv 
expenditure 200 per cent. The 
company, pre-cut 
homes, started its use of video 


maker of 


with one participation on Satur- 
day nights on the station’s Lamp- 
light Theatre, feature film show 
seen Mondays to Saturdays. After 
the second week, more than 500 
people turned out for Sunday in- 
spection of the Midway Swift 
Homes, as compared with an 
average 200 callers in prior 
weeks. These results led to the 





increase in tv exposure. 








PLAYHOUSE PICTURES 


Completed: Commonwealth Edison Co. 
(electric, light & power), Burnett; Lanvin 
Parfums, Inc. (My Sin and Arpege), North; 
Jos. Schlitz Brewing Co. (Schlitz beer 
Schlitz Playhouse), JWT. 

In Production: U. S. Navy Dept. (U. S. 
Navy Recruiting); San Francisco Brewing 
Corp. (Burgermeister beer), BBDO; Falstaff 
Brewing Corp. (beer), D-F-S; Northern 
Pacific Railroad (railroad transportation), 
BBDO; Ford Motor Co. (Two Ford Family- 
Ford Theatre, Tennessee Ernie Ford Show 
openers, 1957 Ford cars), JWT; Socony 
Mobil Oil Co., Inc. (Mobilgas), Compton; 
Pabst Brewing Co. (Eastside Old Tap Lager 
beer), Burnett; Drewry’s Ltd. U.S.A., Inc. 
(beer), MacFarland Aveyard. 


SONG ADS, INC. 


Borden Co. (butter fat series), Tracy-Locke ; 
Signal Oil Co., Barton A. Stebbins; South- 
ern Bell Telephone & Telegraph Co., Inc., 
Liller, Neal & Battle; Duncan Coffee Co. 
(Admiration coffee), Tracy-Locke; Ford 
Motor Co. (Mercury °57 cars), Kenyon & 
Eckhardt; General Mills, Inc. (Pillsbury 
cookies), Leo Burnett; Schenley Industries, 
Inc. (Roma Wine), FC&B. 

In Production: Pacific Telephone & Tele- 
graph Co., Cole-Weber; Mrs. Baird’s Baker- 
ies, Inc. (Mrs. Baird’s bread), Tracy-Locke; 
Lincoln First Federal Savings & Loan Assn., 
Devine & Brassard; Spokane National Gas 
Co., Devine & Brassard; Signal Oil Co., 
Barton A. Stebbins. 


TRANSFILM, INC. 


Completed: Scripto, Inc. (pens & pencils), 
Donahue & Coe; E. I. DuPont De Nemours 
& Co., Inc. (DuPont car wash), BBDO; 
U. S. Rubber Co. (Safety-8 tires), Fletcher 
D. Richards; The Mennen Co. (Pre-Shave 
lotion), Grey; Hoffman Beverage Co. (bev- 
erages), Grey; U. S. Rubber Co. (Dominion 
Royal Masters & Dominion Safety-8 tires), 
Fletcher D. Richards; Lever Bros. (Imperial 
margarine), FC&B. 


UPA PICTURES, INC. 


Completed: P. Ballantine & Sons (beer), 
Esty. 

In Production: Henry S. Levy & Sons, Inc. 
(Levy’s bread), Doyle Dane Bernbach; 
Helene Curtis Industries, Inc. (Stopette). 
— Ludgin; Bristol-Myers Co. (Bufferin), 
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SUPPLIER, SERVICE NEWS 


On Film 





WONDSEL HEADS NEW FIRM 

The formation of Wondsel, Carlisle 
& Dunphy, Inc., New York, film pro- 
duction organization, has been an- 
nounced by Harold E. Wondsel. Mr. 
Wondsel, _presi- 
dent of the Film 
Producers Asso- 
ciation, has been 
president of 
Sound Masters, 
Inc., for the past 
20 years. 

In addition to 
Mr. Wondsel, 
principals in the 
new organization are Robert Carlisle, 
former partner and vice president in 
charge of production at Jerry Fair- 
banks Productions; Tom Dunphy, for- 
merly vice president in charge of tele- 
vision at Sound Masters, and Jean 
Blake, consultant. 


FPA-IATSE CONTRACT 


A three-year contract has been 
signed between independent film pro- 
ducers in New York and the Motion 
Picture Studio Mechanics, Local 52, 
1.A.T.S.E. The pact was negotiated by 
a committee of members of the Film 
Producers Association of New York 
and the union, which represents grips, 
property men, electricians, sound men, 
carpenters and other studio employes. 

Although individual producers are 
not bound by the contract’s provisions, 
it has been accepted by FPA member 
companies, and it is expected that 
others will concur. Among the chief 
provisions is one stating that produc- 
ers will contribute $1.50 per day 
worked to a welfare plan and $1.50 
per day worked to a pension plan, both 
of which are to be established. There 
is no wage increase for the first two 
years of the contract, but for the 
third year there is a slight increase. 


SSTO EXPANDS SERVICES 
Stock Shots to Order, Inc., New 
York, is expanding its services to 
include filming of story boards and 
budget screen tests. The company will 
continue to maintain a stock library 





of recent footage and to film special 
material on location and in studios 
for tv programs and commercials. 

In announcing the new services, 
Raymond Pheelan, president, said 
that the firm has already produced 
tests for several national advertising 
agencies, some of which have been 
filmed at the agency’s conference room 
to keep the budget low. The filming 
of story boards is expected to test 
whether the selling points of the com- 
mercial get across before the actual 
production. 


NILES’ EUROPEAN BRANCH 

Fred A. Niles, president of Fred 
Niles Productions, Inc., Chicago, has 
announced the formation of an asso- 
ciation with Robert L. Fierman, who 
will establish a European branch with 
headquarters in Paris. Mr. Fierman, 
who leaves for Paris March 15, will 
supervise the production of European 
animation and stop-motion photog- 
raphy for Niles’ clients. He was for- 
merly a salesman for Ziv Television in 
Hollywood and a writer with Foote, 
Cone & Belding and NBC. 

The Niles firm, specializing in tv 
commercials, also has announced the 
formation of an industrial show and 


sales meeting division. Arnold Coty, 
who has been an independent pro- 
ducer of industrial shows for the past 
18 years, has been appointed to head 
the division. The new unit will handle 
all details of live presentations, slide- 
films and motion-picture films for con- 
ventions and sales meetings. 


WOOD HEADS SOUND MASTERS 

Sound Masters, Inc., New York, pro- 
ducer of television, industrial and gov- 
ernment films, has announced the 
election of Francis Carter (Bob) Wood 
Jr. as president. 


Mr. Wood, 


merly vice presi- 


for- 


dent in charge of 
production, suc- 
ceeds Harold E. 
Wondsel, who re- 


signed to form 
his own com- 


pany. 

Sound Masters 
was founded in 1937 by Mr. Wood, 
W. French Githens, chairman of the 
board, and Mr. Wondsel. As a veteran 
film maker, Mr. Wood has achieved 
special recognition for his sports docu- 
mentaries. Mr. Wood also reported 
that a backlog of film work for the 
first quarter of 1957 is greater than 





for any corresponding period in the 
past six years, assuring “Sound Mas- 
ters of a 20th anniversary of unprec- 
edented business.” 
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News 


(Continued from page 23) 


cational television series, undertaken 
in financial and programming coopera- 
tion with the Educational Television 
and Radio Center at Ann Arbor, Mich., 
it was revealed by Edward Stanley, 
manager of public-service programs 
for NBC, that plans are in the works 
to make the 26-week series—13 this 
spring, the remainder starting in Octo- 
ber—available to commercial stations 
as well as non-commercial. 

At present, the series is being fed 
live from New York over NBC network 
lines to the nation’s 23 educational 
tv stations Monday through Friday 
from 6:30 to 7 p.m. The joint NBC- 
ETRC public-service venture was ini- 
tially planned exclusively for non- 
commercial station exposure in the 
first interconnected network linkage of 
these outlets, but it is now proposed 
to supply kinescopes of the programs 
on a delayed basis to NBC owned-and- 
operated stations and NBC affiliates in 
cities where no educational outlet 
exists. 

The one exception to the educational- 
station-only programming at the mo- 
ment is wrca-Tv New York, which is 
carrying the five programs each week 
in two week-end blocks that started 
March 23 and 24. The Saturday tele- 
cast is from 1:30 to 2:30 p.m., the 
Sunday one from 9:30 to 11 a.m. 

Production costs of the programs 
are being split between NBC and the 
Center, which is also meeting the cost 
of the connections from NBC lines to 
the educational tv transmitters. ETRC 
has allocated $300,000 as its share. 
with the network contributing a like 





Scene from The Razor’s Edge one of 
the 20th Century-Fox films which will 
be seen on NTA Film Network start- 
ing April 1. 
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At premiere of NBC’s new educational television project are (I. to r.) James R. 


Newman, editor of The World of Mathematics, who conducts weekly mathematics 
program, Robert W. Sarnoff, president of NBC, Dr. H. K. Newborn, president of 
the Educational Television and Radio Center, at Ann Arbor and Dr. Paul Henry 
Lang, Columbia U. professor, who will conduct the music program. 


amount, although NBC expects its end 
to be considerably higher because of 
“unanticipated expenses.” 

The five programs each week will 
cover the fields of American literature, 
world geography and resources, mathe- 
matics, American government and 
music, in that Monday-through-Friday 
order. All of the shows are being pro- 
duced by NBC personnel, working in 
close consultation with the Center. One 
distinguished authority in each field is 
conducting the program with which 
his subject is concerned throughout the 
two 13-week skeins. 


NTA DEBUT. The debut of the NTA 
Film Network as the first fully spon- 
sored film chain takes place April 1 
on 128 tv stations. Sponsors of the 
weekly 90-minute period that each 
station guarantees the network are 
Warner-Lambert Pharmaceutical Co. 
(one hour) and Old Golds (half-hour). 

The new series, Premiere Perform- 
ance, will have Debra Paget as hostess 
and Jeff Hunter as host. Among the 
series’ 39 20th Century-Fox features 
that have never been seen on tv before 
are: Suez, starring Tyrone Power and 
Loretta Young; Leave Her to Heaven, 
Gene Tierney, Jeanne Crain and Cor- 
nel Wilde; 


Gregory Peck and Dorothy Maguire: 


Gentlemen’s Agreement, 


13 Rue Madeliene, James Cagney and 
Richard Conte; The Razor’s Edge. 
Tyrone Power and Clifton Webb; Sit- 
ting Pretty, Clifton Webb and Robert 
Young; The Late George Apley, Ron- 
ald Colman; Guadalcanal Diary, Wil- 
liam Bendix and Lloyd Nolan; The 
Ghest and Mrs. Muir, Rex Harrison 
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Television’s share of the ad- 
vertising dollar jumped from 
three per cent in 1950 to 11.1 
per cent in 1955. And during 
this time advertising expendi- 
tures rose from $5,710,000,000 in 
1950 to $9,914,440,000 in 1955. 

These facts about the increased 
use of television and the growth 
of advertising itself are revealed 
in the latest research booklet. 
“Your Target,” just distributed 
by BBDO. 

One of the. great new market 
areas that BBDO calls attention 
to is the leisure market which is 
quoted as having had a $32 bil- 
lion volume in 1955. The tv-radio 
industry as such is an integral 
part of this relatively new pleas- 
ure market. 








and Gene Tierney; Forever Amber, 
Cornel Wilde and George Sanders. 

Holy Matrimony, Monty Woolley and 
Gracie Fields: 
Tyrone Power and Madeleine Carroll; 
To the Shores of Tripoli, Randolph 
Scott O’Hara; The 
Lodger, Merle Oberon, George Sanders 
and Sir Cedric Hardwicke. 


Lloyd’s of London, 


and Maureen 


TV HELPS BIG TEN. Big Ten basket- 
ball had its most successful season on 
television this year and there seems 
little doubt that the series as presented 
this year will be continued nexi season, 
Commissioner Kenneth L. (Tug) Wil- 
son said early this month in conjunc- 
tion with the final game of the 13-week 

tv schedule. 
This is the third season that Big Ten 
(Continued on page 62) 
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TOLL TV UP AGAIN. Having 
squeezed out a decision from the FCC 
on allocations, the Senate Interstate 
Commerce Committee is now push- 
ing the Commission for action “one 
way or another” on subscription tele- 
vision. So again the Commission is 
on the spot, this time with a much 
hotter “potato” than it had in deinter- 
mixture. The agency’s chairman, 
George C. McConnaughey, has prom- 
ised a ruling on the petitions for au- 
thorization early next month. The 
commissioners have had several con- 
ferences on the subject, discussing the 
various legal, technical and economic 
questions involved. For some of the 
commissioners, particularly those who 
joined the agency in the last few years, 
these conferences have been real eye- 
openers. For some of the others, the 
discussions had a familiar ring. 

For it is true, despite television’s 
youth, that pay-as-you-see, or pay tv 
or toll tv or free tv, or whatever you 
choose to call it, is already old hat. 
Certainly, there’s seldom been so much 
talk over so long a period about a 
development that’s still under wraps. 
Depending on which side of the fence 
one stands, the subject arouses intense 
partisanship. Perhaps the fear of it 
produces the strongest opposition—by 
motion-picture theatres, networks, 
profitable stations and by viewers con- 
cerned that they may have to pay for 
or go without certain special pro- 
grams. 

Conversely, the hopes for it gen- 
erate enthusiasm—from the promoters, 
from uhf station operators, who see 
in it a way out of their difficulties, 
from the legitimate theatre, which an- 
ticipates a wider audience for its pro- 
ductions, from the operatic and mu- 
sical arts looking for broader horizons 
and from set-owners willing to pay 
for the so-called “box-office” programs. 


AROUND SINCE 1949. Just how 
old is subscription television? Well, 
back in 1949, when commercial tv 
was an infant suffering under a freeze, 
pay tv had already kicked up enough 
of a fuss that the FCC, acting on a 
petition by Zenith for authority to 





Washington Memo 





test its “Phonevision” system, an- 
nounced that it would hold hearings. 
A press release issued on Dec. 8 of 
that year stated: “In view of the many 
questions invited by Zenith’s plans, the 
Commission is desirous of first being 
fully informed concerning all aspects 
of Phonevision and is, accordingly, 
affording an opportunity for all in- 
terested parties to be heard.” 

However, Zenith insisted that it 
would need the experience of a test 
to provide the information required 
at a hearing. The Commission, there- 
fore, on Feb. 8, 1950, issued an order 
authorizing a 90-day test in Chicago 
limited to 300 receivers equipped with 
Phonevision decoders. Zenith was per- 
mitted to use its experimental station 
on channel 2 (now the CBS station 
in Chicago) for the test. 

It is interesting to recall that then 
Comr. Edward M. Webster issued a 
lengthy dissent to this order in which 
he stated: “I do not believe that very 
much vision is required to see that if 
the Commission should authorize sub- 
scription television, and it should prove 
to be the most profitable method of 
operating a television station, the best 
evening hours, every day in the week, 
will be devoted to subscription tv 
rather than to free tv programming. 
Every television-station licensee will 
be clamoring for a_ subscription-tv 


franchise and will be pounding on the 
























Commission’s door for regulations in- 


suring that there will be no discrim- 
ination in the issuance of such fran- 
chises or the rates charged therefor.” 


“FUNDAMENTAL CHANGE.” P,.. 
phetically, Comr. Webster added: “The 
introduction of subscription radio ot 
tv to the traditionally free American 
radio system is a step that cannot be 
taken lightly by the Commission. It 
is such a fundamental change in the 
American system of broadcasting that 
it may well be that the Commission, 
upon further consideration, will con- 
clude that the change should be made 
only after the Congress has established 
the new policy by an appropriate 
amendment to the Communications 
Act. Also, it may well be that the Con- 
gress should be requested by the Com- 
mission to determine the fundamental 
policy question of whether subscrip- 
tion radio or television, if authorized 
by the Commission, should be regu- 
lated on a common-carrier basis or 
on a broadcast basis.” 

As Comr. Webster feared, Zenith 


began advertising that “Phonevision 
will soon be here,” and it requested 
more time to complete its test. Ac- 
cordingly, on May 31, 1950, the Com- 
mission demanded an explanation of 
an effort by Zenith to encourage 
manufacturers to install Phonevision 
decoder outlets in new receivers by 
offering them a contingent credit 
against future royalties. 


ZENITH TOLL TEST. Zenith ulti- 


(Continued on page 62) 
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oO” of the more recent big spot 
pushes is the Dr. Pepper Co. 
campaign. Most of the schedules of this 
26-to-52-week effort have already 
started. When the remaining few get 
under way, Dr. Pepper will be in some 
85 markets, using about 100 stations 
and covering all available major mar- 
kets. 

The total money to be spent on air 
media for this year is approximately 
$1,125,000. Spot television will ac- 
count for about 75 per cent of that 
total—around $843,750. 

The advertising monies for Dr. Pep- 
per originate from two sources: na- 
tional fund money appropriated by Dr. 
Pepper Co., and cooperative fund 
money appropriated on a 50-50 basis 
by the company and its individually 
franchised bottlers. This year, as it was 
in 1956, national fund money is being 
used exclusively for spot television and 
magazine. The cooperative fund money 
is being used for spot television, plus 
24-sheet posters, radio, newspaper and 
special promotion in the individual 
bottler’s territories. 

Although Dr. Pepper, as detailed in 
Spot Report below, has been placing 
some daytime announcements, either 
in packages or within children’s pro- 
grams, the bulk of this soft-drink firm’s 
schedules is running in class AA and 
A times. The strategy behind this 
year’s campaign calls for buying an- 
nouncements in and around top-rated 
programs and especially in nighttime 
family appeal shows. Dr. Pepper and 
its agency, Grant Advertising, believe 
that in this way they will be reaching 
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a review of 
current activity 
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spot tv 


more children and adults. This, they 
feel, should be more effective than con- 
centrating on appealing to the children 
alone through announcements within 
children’s programs. 


ALLIANCE MFG. CO. 
(Foster & Davies, Inc., Cleveland) 


This company, maker of TENNA-ROTOR, 
is now in its eighth year of tv spot 
advertising. The usual pattern is to run 
heavy schedules in from 90 to 130 
stations from August through February, 
slacking off during the rest of the year 
with schedules in 25 to 30 stations. 
However, this year, there might be ad- 
ditional activity during the “light” 
season because of new products. Miles 
C. McKearney, vice president, is the 
contact. 


AMERICAN CHICLE CO. 
(Ted Bates & Co., Inc., N. Y.) 


A campaign has been started for 
CHICLETS, using nighttime minutes. 
Jack Dougherty is the timebuyer. 
CHARLES ANTELL, INC. 

(Paul Venze & Associates, Baltimore) 
Antell is putting all of its advertising 





Weigert, 


Charles general manager, 
Paui Venze & Associates, Baltimore, 
is the contact for Charles Antell place- 


ments. 





REPORT 


money into spot tv. It is now running 
in 92 markets and intends to bring the 
total up to approximately 120 markets. 
The company exchanges film for spots, 
using mostly half-hour series from such 
distributors as ABC Film, Official, 
Interstate, RKO Television, NBC and 
others. A spokesman estimated that as 

of now Antell’s stake in spot tv is close 
to $3 million. All of its placements are 
for 52 weeks or longer. The agency has 
one man whose sole job is to come up 
with film shows that Venze can sell or 
trade to stations in return for Antell 
spots. Charles Weigert, general manager, 
is the contact. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


The company is considering tv spot for 
a few of its products but not for some 
time yet. At this time, client and agency 
are in the planning stage. In one 
instance, tv activity must wait until a 
new package is designed and approved. 
Sol Israel is the timebuyer. 


ASSOCIATED PRODUCTS, INC. 

(Grey Advertising Agency, Inc, N. Y.) 
This company has thrown most of its tv 

money into network. But some spot will 

be used to fill in where network doesn’t 

cover. Joan Stark is the timebuver. 


ATLANTIC REFINING CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


This company is now running late 
weather shows in 23 of its markets, and 
it will be adding more of these in as 
many of its other markets as it can. 
William Millar is the timebuyer. 


AVOSET CO. 

(Honig-Cooper Co., San Francisco) 
The agency has just taken over this 
account which had been at Harrington- 
Richards in San Francisco. Plans are 
underway for new, extensive national 
advertising for QWIP and other products. 
The company has always been a heavy 
tv spot user (see Nov. 19, 1956 Spot 
Report) and the chances are that spot will 
play a big part in the upcoming campaign. 
John W. Davis, media director, is the 
timebuyer. 


(Continued on page 52) 
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Spot (Continued from page 51) 


BON AMI CO. 
(Ruthrauff & Ryan, Inc., N. Y.) 


As predicted in Tele-scope, Jan. 28, this 
company is getting started in its second- 
quarter spot effort for JET SPRAY. 


This campaign will get going in April. 
Vince De Luca is the timebuyer. 





Dore Associates 


Formation of Bob Dore Asso- 
ciates, television and radio sta- 
tion representatives, has been 
announced by Mr. Dore, presi- 
dent. Formerly an account execu- 
tive with Forjoe, Inc., Mr. Dore 
said he “plans to handle a small 
list of radio and television sta- 
tions so each property can be 
vigorously sold on a year ‘round 
basis.” The new firm is located 
at 250 Park Ave., New York. 
Negotiations for television ac- 
counts are in progress. As first 
account the firm has signed the 
10-station Tobacco Network in 
North Carolina. 








ae. 


Evelyn Lee Jones, chief timebuyer ai 
Donahue & Coe, Inc., New York, han- 
dling buying for Scripto, Inc. 


CADBURY-FRY, LTD. 

(Charles W. Hoyt, Inc., N. Y.) 

The agency has just taken on this English 
candy account. Spot tv is expected but as 


yet no plans are ready. Douglas Humm 
is the timebuyer. 


CALIFORNIA & HAWAIIAN 
SUGAR REFINING CORP. 
(Honig-Cooper Co., San Francisco) 
As suggested in Feb. 25 Spot Report, 
this firm’s spot effort got underway in 
early March. Saturation schedules of 
nighttime ID’s is running in 23 markets 
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on the west coast and 23 in the mid- 








west, and it will last through May. John 
W. Davis, media director, is the timebuyer. 


CITIES SERVICE OIL Co. 
(Ellington & Co., N. Y.) 

The company is still placing in midwestern 
markets. It is looking for half-hour film 
shows or local news-weather-sports 
programs. (See Jan. 28 Spot Report.) 
Starting dates vary in March and April 
and are slated to run for the rest of the 
year. Dan Kane handles, assisted by 
Jane Smathers. 


DR. PEPPER CO. 
(Grant Advertising, Inc., Dallas, Chi- 
cego, Hollywood and San Francisco) 


This soft drink firm is running schedules 
in 100 stations in 85 markets. The 
company is buying some daytime announce- 
ments, either in packages or within children’s 
shows. But most of the placements are 
being made in prime night times. Length 
of the schedules vary from 26 to 52 weeks. 
Jeanne Bertrand is the chief buyer in 
Dallas, handling in other offices are Fred 
Norman in Chicago, Lois Green in 
Hollywood and Loretta Vella in San 
Francisco. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) ' 


As predicted in Dec. 31, 1956 Spot Report 
new Ohio markets have been added to the 
TRI-NUT MARGARINE list. On March 
11 schedules were begun in Cincinnati 
and Dayton, with one more yet to be 
included. (Possibly Lima.) Agnes Day is 
the timebuyer. 
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EMERSON DRUG CO. 
(Lennen & Newell, Inc., N. Y.) 


There will be a campaign in selected 
markets for FIZZIES. No further details 
are known at this time, except that the 
company has asked for availabilities in 
certain selected markets. Jeanne Jaffe is 
the timebuyer. 


FLAV-R-STRAWS, INC. 
(Ruthrauff & Ryan, Inc., N. Y.) 


This company is still adding markets, 
currently in the southwest and midwest. 
It is now in close to 100 markets. In 
about 25 of them it is running the AAP 
cartoon series, Popeye, and hopes to add 
more of same as more markets become 
available. In the remaining markets it is 
buying participations in local cartoon 
film shows, most of which have live 
announcers, during the children’s hours 
between 4 and 6 p. m. Vince De Luca is 
the timebuyer. 


FLORISTS TELEGRAPH 
DELIVERY ASSOCIATION 
(Grant Advertising, N. Y.) 

The association will be using one-week 
campaigns both before Easter and Mother’s 
Day on all three stations in Philadelphia 
and on Ksp-Tv and KWK-Tv St. Louis. 
Thomas J. Ellis, media director, is the 
contact. 


GENERAL FOODS CORP. 

(Benton & Bowles, Inc., N. Y.) 

POST CEREALS will be coming out with 
(Continued on page 54) 








Personals 


FREDERICK R. HANSEN has been 
appointed media and research di- 
rector of Aubrey, Finlay, Marley & 
Hodgson, Inc., Chicago. Among the 
accounts this agency handles are 
Williamson Candy Co. (Oh Henry) 
and American Mutual Alliance. Mr. 
Hansen succeeds Gene Fromherz, 
deceased. 


RICHARD PICKETT, timebuyer at 
Foote, Cone & Belding, Inc., New 





York, has been named to handle the 
S. A. Schonbrunn & Co. account 
(Savarin coffee), which the agency 


takes over April l. 


DAN RUBIN has been appointed 
director of television and radio at 
Mohr Associates, Inc., New York. Mr. 
Rubin was formerly executive vice 
president of Paul Venze Associates. 
Among the tv-active accounts at 
Mohr are Carleton-Stuart (largest 
distributor of Carrier Air-Condi- 
tioning) and Lee Ratner Enterprises 
(merchandising) . 


MELVIN JACOBSON, former man- 
ager of media and research at Fred 
Wittner Advertising, has been ap- 
pointed media director of John Mather 
Lupton Co., New York. 


DICK BOEGE, timebuyer at Dancer- 
Fitzgerald-Sample, Inc., New York, is 
now working on the Nestle account as 
assistant to George Walker. Mr. Boege 
was formerly on L&M. 


MILDRED FULTON, timebuyer on 
Bulova Watch Co. at McCann-Erick- 
son, Inc., New York, has been ap- 
pointed broadcast supervisor on the 
account. 








ADDING 





sucenerenenennens 


NEW IMPORTANCE 


TO 


AN IMPORTANT 
NEW WORD! 


The newest innovation on the busy media merchandising 
horizon is KPIX’s 32 page, 3-color PRE-SELL, a “‘commer- 
cial fan magazine” designed to pre-sell retailers on the 
television advertising support behind your products. 
PRE-SELL gets point-of-purchase action for these rea- 
sons: (1) It gets read; (2) It completely blankets the food and 
drug trade in The Greater San Francisco Bay Area; and (3) 
It’s to the point profit-wise. It gives wholesalers and retailers 
all the information they need to get behind a product and push. 
If you want your products to enjoy the lowest cost-per- 
thousand in Northern California television . . . plus this extra 
PRE-SELLing push . . . contact Lou Simon, KPIX Sales 
Manager, or your nearest Katz Agency representative. 


BRPIxX¢S 


San Francisco 
G@° WESTINGHOUSE BROADCASTING COMPANY, INC. 
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Spot (Continued from page 53) 


a big campaign of daytime minutes, it is 
looking for placements around women’s 
and kid’s shows. Paul Reardon is the 
timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Chicago) 


For KOOL-SHAKE the company will use 
alternate weeks of CBS Television’s 
syndicated series, Annie Oakley, in 90 
markets beginning in April. These 
markets were made available to General 
Foods when Carnation stepped out. 
Dorothy Fromherz is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 
BAKER’S INSTANT is on its way to a 
big campaign of daytime minutes set 
to run for 52 weeks. Warren Bahr and 
Tim McClintock are the timebuyers. 


THEO. HAMM BREWING CO. 


(Campbell-Mithun Advertising, 
Minneapolis ) 

This beer firm is adding to its tv coverage 
with half sponsorship of 13 Sunday ball 
games played by Chicago White Sox. 
About 10 markets in the midwest will be 
included in this coverage. Harry M. 
Johnson, media director, is the contact. 








SOURCE BOOK 
OF 

TV SUCCESS 
STORIES 


Over 3D0 case histories from 
every size market, demonstrat- 
ing tv’s ability to sell! 


Product Groups include: 


Bakeries and Bakery Products 
Dairies and Dairy Products 
Banks and Savings Institutions 
Dry Cleaners and Laundries 
Greceries and Supermarkets 
Furniture and Home Furnishings 
Home Building and Real Estate 
Jewelry Stores and Manufacturers 
Nurseries, Seed and Feed 
Hardware and Building Supplies 
Seft Drink Distributors 

Travel, Hotels and Resorts 
Sperting Goods and Toys 

Drugs and Remedies 

Gasoline and Oil 


ONLY $2.00 PER COPY 
444 Madison Ave., 


Television Age 


New York 22, N. Y. 
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PYAR « vista 4 + 5 + + so We. ROO OMREVER 


n 1943 Dick McKeever was an ap- 
hes: shipfitter — a romantic 
sounding job at 16. But steel burns 
the hands in summer, freezes them in 
winter, and Dick McKeever was a 
realist. At 17 he entered the Navy and 
served in the Pacific. 

In New York at 19, he began his 
agency career in the mailroom of 
Grant Advertising. From there he went 
to William Esty where, as assistant 
media planner for Colgate, he handled 
all media, evolving more and more 
towards broadcast buying. 

Mr. McKeever joined Batten, Barton, 
Durstine & Osborn over five-and-a- 
half years ago as a spot buyer on 
Lever Bros. and Campbell Soup ac- 
counts. Recently, after two-and-a-half 
years in the network department as 
supervisor of the network group, he 
was appointed coordinator of all spot 
buying and manager of broadcast 
operations. 

He now functions at the head of spot 
and network as a quiet rainmaker in 
charge of preventing storms and strives 
for closer cooperation and integration 
between network and spot activities. 
Working closely on network accounts 
as trouble shooter, with the help of 
six assistants, he more personally 
handles the General Mills, Campbell 
Soup, Armstrong Cork, American 
Tobacco and Lever Bros. accounts. 

At 30, ectomorphic and earnestly 
friendly, Mr. McKeever modestly but 
affirmatively views. 
“There is no mystery to being a time- 


expresses his 





buyer. Anyone with common sense 
and good judgment will do. But his 
true value is his ability to do a good 
job under pressure. When he does this, 
he earns the right to more buying 
responsibility, which, in the fast-paced 
advertising business, is desirable.” 

Television, he says, “though cur- 
rently experiencing growing pains, 
will continue to benefit through greater 
competition and the evolution of 
smaller dollar volume advertising.” 

Mr. McKeever intends eventually to 
get into the planning end of spot, 
handling administration and person- 
nel. 

Born in Detroit, he’s spent most of 
his life in New York. Seven years ago 
at Grant he met his wife Marian. The 
McKeevers live in Rockville Center, 
Long Island. Mr. McKeever enjoys 
hunting for deer in the Catskills, fish- 
ing in New Hampshire, has a “minor 
gun collection” and, to round out his 
constructive personality, makes wooden 
replicas of guns. 





THE HAPPIEST MILLIONAIRE 


(Blaine-Thompson Co., Inc., N. Y.) 


The Broadway hit show, The Happiest 
Millionaire, is considering using spot tv in 
selected markets. The idea has gone as far as 
the agency asking for availabilities and 

it is possible that action will be taken 

after Lent. Ethel Holstein is the timebuyer. 


HILL BROS. COFFEE, INC. 
(N. W. Ayer & Son, Inc., N. Y.) 
This company will get going with its new 
spot campaign about the third week in 
April, using both day and night minutes 
and 20’s. The campaign is expected to 
run in Hill’s marketing area, covering 
around 20 tv markets. Paul Kizenberger 
is the timebuyer. 


J. S. HOFFMAN CO. 

(Ralph D. Gardner Advertising, N. Y.) 
The company is making its SUPER SHARP 
cheese into a consumer package and by 
the end of April expects the product to 
be ready for distribution on a national 
scale. An agency spokesman said that 

both broadcast and print will be used in 
the campaign and feels sure that spot tv 
will be included. Ralph D. Gardner, 
president, is the contact. 


HOMELITE DIVISION OF 
TEXTRON-AMERICAN CO. 
(Sink & Sons Advertising, Charlotte) 
This maker of HOMELITE SAWS is 


readying advertising plans to include 
spot tv in markets in six southern states 


(Continued on page 56) 








Tts Sensctionol, ! 


THE WAY THESE GLOBAL PUPPETS SELL SPONSORS’ PRODUCTS 


EET some members of the fast-growing family viewer attention to your sales message. Write or 

of Global puppets! They move, act, sing, talk phone and we'll submit ideas on how Global pup- 
—and above all, they sell. And because they petry — stop-motion, three-dimensional, with the 
entertain as they sell, they give your commer- exclusive Global Syncovox process — can do the 
cials program value—the guarantee of maximum job for your product! 








Valley Forge Beer Brylcreem Arnold Bakers, Inc. 
Alvin Epstein Advertising Atherton & Currier, Inc. Charles W. Hoyt Co. 






Robert Hall Clothes 
Frank B. Sawdon, Inc. 


Abbott's Dairies Valley Forge Beer 


Richard Foley Agency Alvin Epstein Advertising For export client 


For export client 









“Mr. Tickins “ 





Py-Co-Pay Toothbrushes Sofskin Hand Cream Ronzoni Macaroni Co. 


For export client 


Block Drug Morse International , Bulova Watch Co. Emil Mogul Agency 
GLOBAL TELEFILMS, INC. 
NEW YORK: [5 East 48th Street BOSTON: Hotel Bradford, Fifth Floor 
Telephone: PLaza 8-1024 Telephone: Hancock 6-1122 
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Spot (Continued from page 54) 


—Alabama, Georgia, Louisiana, Tennessee, 


Virginia and West Virginia. 


H. P. HOOD & SONS 
(Kenyon & Eckhardt, Inc., Boston) 


The agency is working now on overall 
recommendations for this dairy client. 
The chances are good that spot tv will 


be getting consideration. Alice M. Liddell, 


media supervisor, is the contact. 


JOHNSON & JOHNSON 
(Young & Rubicam, Inc., N. Y.) 
For its BABY SHAMPOO this firm will 
be using a short-term saturation spot 
campaign in selected markets. Joe St. 
Georges and Joe O’Brien are the time- 
buyers. 


LIEBMANN BREWING CO. 
(Foote, Cone & Belding, N. Y.) 
The brewer of RHEINGOLD has selected 


six markets in which it will show its 
film series called Code 3, distributed by 
ABC Film Syndication. The markets are: 
New York, New Haven, Binghamton, 
Manchester, Springfield, Mass. and York. 
The company still has a franchise for 
the series in six other eastern markets 


and it will be getting underway in some, 


and ‘ probably all, of these soon. Peter 
Bardach is the timebuyer. 











Suomen 


\T7 TOMORROW 









. in high style at the 
NEW 1957 CADILLAC. .. 
with EVERYTHING in our 
PLANNED PLAYGROUND 
of pleasure to make your 
winter vacation the most 
glorious of your life! 


Only $ 15to March 15th 
including BREAKFAST 
and GOURMET DINNERS 


THE NEW 


CADILLAC 


HOTEL CABANA CLUB 


PREMIERE SEASON 
Complete Blockfront of Ocean Privacy 
39th to 40th Streets, MIAMI! BEACH 
JACK LOW, General Manager . BERNARD RESNICK, Managing Director 
Send for your FREE color brochure, see your favorite Travel Agent, 
or phone—NEW YORK . . . Wi 7-8854 or MU 2-4072 
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Associate media directors: 
Wagner. 


and Steve Suren. 


AMERICAN TOBACCO CO.: 
Jack Canning. 


BEST FOODS, INC.: 


Hirsch. 
BLOCK DRUG CO.: 
BLUE COAL CORP.: Tom O'Dea. 
CARTER PRODUCTS, INC.: 


and Crew) Ira Gonsier. 


J. H. FILBERT, INC.: 
ing) Tom O'Dea. 


HUDNUT SALES CORP.: 
JUNKET BRAND FOODS: 


Mix) Steve Suren. 
V. LA ROSA & SONS, INC.: 


LEVER BROS. CO.: 
Dust) Ira Gonsier. 


NOXZEMA CHEMICAL CO.: 





SMITH BROTHERS: 


Suren. 
SPERRY AND HUTCHINSON CO.: 


WHITEHALL PHARMACAL CO.: 


* One of a series 





(Arrid) Steve Suren, (Rise) Tom O’Dea, 


GUNTHER BREWING CO.: Dan Hirsch. 


(Dessert Products, 


Ira Gonsier. 


(Hum) Jack Canning, (Lifebuoy), 


(Brushless Shave Cream, 
Skin Cream and Sun Tan Lotion) Vera Brennan. 


(In United States) Vera Brennan, 


Agency Timebuying Assignments * 


Sullivan, Stauffer, Colwell & Bayles, Inc., New York 


Director of media: Francis Minehan, vice president. 
Walter J. Bowe, John G. 


Kelleher and Bertrand 


Timebuyers: Vera Brennan, Jack Canning, Ira Gonsier, Dan Hirsch, Tom O’Dea 


The following is a list of SSC&B television accounts and buyers: 


(Pall Mall, Half & Half and La Corona Coronas) 
(H-O Cream Farina, H-O Quick Oats and Presto) Dan 


(Nytol and Green Mint Mouthwash) Ira Gonsier. 


(Bingo 


(Mrs. Filbert’s Margarine, Mayonnaise and Salad Dress- 


(DuBarry Division) Vera Brennan. 


Quick Fudge and Frosting 


Vera Brennan, (Silver 
Lather Shave Cream, 


(In Canada) Steve 


Steve Suren. 
WARNER-LAMBERT, INC.: Vera Brennan. 


(BiSoDol Regular Mints, Chlorophyl Mints 
and Powder; Infra-Rub, Soothal) Dan Hirsch. 





P. LORILLARD CO., INC. 
(Lennen & Newell, Inc., N. Y.) 


From the company TELEVISION AGE 
found that the NTA Film Network buy 
will not alter Lorillard’s spot tv drive 

for its new package, OLD GOLD FILTERS. 
At least, a representative stated, no 

money will be taken away from spot tv 
and no schedules in major markets will 
be altered. Perry Seastrom is the time- 
buyer. 


McKESSON & ROBBINS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


A test for TARTAN tanning lotion ran in 
Miami recently and at the present time 
there is no plan to follow it up. However, 
this does not rule out the possibility 

of more activity come summer. Dick 
McClennahan is the timebuyer. 


PHILIP MORRIS, INC. 
(N. W. Ayer & Son, Inc., N. Y.) 


Although this cigarette advertiser is 
returning to network activity, it is not 
expected to lessen to any noticeable 
degree its heavy spot coverage. PM is 
now in about 65 markets and indications are 
it will remain in most if not all, with, of 
of course, periodic changes in schedules. 


Incidentally, the company is carrying 
color commercials in New York, Chicago 
and Los Angeles and will be expanding its 
color spots very soon. Isabel Ziegler is 
the timebuyer. 


OAK FARM DAIRIES, INC. 
(D’Arcy Advertising, Dallas) 


The agency has just taken on this 
account which used to place its ad- 











Stewart Brochure 

James A. Stewart Co., market- 
ing, advertising and public re- 
lations firm of Carnegie, Penn., 
a suburb of Pittsburgh, has just 
issued a detailed book illustrat- 
ing the complete services offered 
by the company. The company 
numbers among its clients 23 in- 

and re- 
The com- 
plete brochure is available at 


$1.50. 


ternational, national 


gional corporations. 

















vertising direct. Plans are now being 
made for’a multi-media campaign which 
will include spot tv. The account is 
being handled both in Dallas and Houston. 


PLANTERS NUT & 
CHOCOLATE CoO. 
(Don Kemper Co., Inc., N. Y.) 


This agency which has been handling 
Planters advertising in Chicago has 
moved all Planters servicing to its New 
York office at 350 Fifth Avenue. The 
phone number is LA 4-7730. There will 
be tests for new products coming up. 
Miss Ursula Schutman, media director, 
is the timebuyer. 


PROCTER & GAMBLE CoO. 
(Benton & Bowles, Inc., N. Y.) 


For ZEST the company is adding more 
markets to its roster. Dave Wedeck is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 
P&G is getting underway with a big push 
of nighttime announcements for GLEEM. 
Ethel Wieder is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


P&G is still adding markets to its list 
for BIG TOP PEANUT BUTTER. 
Joseph Burbeck is the timebuyer. 


SCOTT-ATWATER MFG. CO. 
(Batten, Barton, Durstine & Osborn, 
Inc., Minneapolis) 


This maker of outboard motors has 
taken a little dip into spot, using a few 
selected markets. 


SCRIPTO, INC. 
(Donahue & Coe, Inc., N. Y.) 


The company is running a 10-week 
saturation campaign in about a dozen 





Douglas Humm, timebuyer, Charles W. 
Hoyt, Inc., New York, will take charge 
of buying for the expected spot cam- 
paign by Cadbury-Fry, Ltd. 


selected markets. Evelyn Lee Jones is 
the timebuyer. 


SHELL OIL CO. 
(J. Walter Thompson Co., N. Y.) 


This oil firm is lining up a special four- 








TV AD MANAGER 


Nat'l cosmetic mfr. located in 
N.Y. seeks man with thorough 
knowledge and experience in all 
aspects of spot TV—time buying, 
mkt. research, station 
script writing and film produc- 
tion. State exp. and salary desired. 


Box +454 Television Age 
444 Madison Ave., 
New York 22, N. Y. 


statistics, 














Masla & Co. 


Formation of Jack Masla & 
Co., Inc., radio and television 
station representative firm, has 
been announced by Mr. Masla, 
who until last February was ex- 
ecutive vice president of Burke- 
Stuart Co. The new firm is located 
at 551 Fifth Ave., New York 17 
(Yukon 6-7370), and is in the 
process of opening a Chicago 
branch. Mr. Masla, who joined 
Burke-Stuart in 1954 when it was 
first organized, has been in 
broadcasting since 1947, serving 
in the station, representative and 
agency fields. According to Mr. 
Masla, three major radio and 
television properties have been 
signed and will be announced 
shortly. 

















television commercials 






melrose ave. 
hollywood 





HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
WDUSTRIAL & TRAINING FILMS 








She Helped 
a Burglar make 
his Getaway 


AKING ONE MID- 
ilosaure: she sur- 
prised a burglar in her 
room. As he leapt for 
the window, she stopped 
him. “You'll be hurt. 
Go down by the stairs 
and let yourself out.” 





Calm, kind, and acutely intelligent, she 
had long ago learned to stay human in 
emergencies—by living where emergen- 
cies were routine, in the heart of one of 
Chicago’s poorest immigrant neighbor- 
hoods. 

Here she had settled down to her life 
work—helping people. No sociologist or 
social worker, she left it for others to make 
this a science. To her, it was an art. An 
art she practiced so beautifully that, even- 
tually, while she was loved around Hal- 
sted Street, she was admired around the 
world. 


When, in 1935, Jane Addams of Hull 
House died, her little grandniece, seeing 
hundreds of children among the mourners, 
asked, “Are we all Aunt Jane’s children?” 

In a sense, we all are. For the work Jane 
Addams did and the lessons she taught 
still help us all. And they prove magnifi- 
cently the fact that America’s greatest 
wealth lies in Americans. 

It is the character and abilities of her 
people that make this country strong. And 
it is these selfsame people who make our 
nation’s Savings Bonds one of the world’s 
finest investments. For in U.S. Savings 
Bonds your principal is guaranteed safe 
to any amount—and your interest guar- 
anteed sure—by the government that rep- 
resents the united strength of 168 million 
Americans. So for your family’s security, 
buy Savings Bonds. Buy them at your 
bank or through the Payroll Savings Plan 
at work. And hold on to them. 

» SAFE AS AMERICA—U.S. SAVINGS BONDS 


e U.S. Government does not pay for 
this advertisement t is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 

Publishers of America. 
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YOUR BEST TV BUY 


in Northeast Pennsylvania 


WILK-TV 


Cost-Per-Thousand Is 


10% LOWER 


Than Its Nearest Rival 


Cost Per Thousand 


WILK-TV STA STA STA 
A B c 


CLASS A 2.71 


7:30-10:30 PM 


2.84 7.50 2.73 


AVERAGE 2.92 3.20 5.69 3.41 


Wilke 


~ Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 





wit 








in TV production all say: 


“The best spots come from Jamieson” 


3 a BS, fi 


EAA ve ANIMATION 
—— Ath « SOUND 
[STAGE 

¢ LABS AND 
=. OPTICALS” 



















5 

“clients include: = : 
‘ Fitzgerald Advertising Agency : 
% Crawford & Porter Advertising, Inc. 


. McCann-Erickson, Inc. rks 
" Tracy-Locke Company, Inc.” 4 
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Spot (Continued from page 57) 


week campaign for SUPER SHELL. Buys 
for this effort will be made by areas 
following no prescribed pattern as it 
covers the country. Gordon Dewart is 

the timebuyer. 


SINCLAIR OIL CO. 


(Morey, Humm & Warwick, Inc, 
N. 75 

Although this company cutback on its 
spot campaign for its new gasoline 
X-CHEMICAL, it is still running its 
regular spot schedules. (See Dec. 17, 1956 
Spot Report.) Company executives are 
now making field trips to determine 
future activity, the time for decision 
should be coming up soon. Kathryn 
Shanahan is the timebuyer. 


STUDEBAKER-PACKARD 
DEALERS 

(Benton & Bowles, Inc., N. Y.) 
This auto firm’s dealer groups are still 
buying 15-minute newscasts as detailed 
in Feb. 11 Spot Report. Don Chapman 
is the timebuyer. 


TAYLOR-REED CORP. 

(Hicks & Greist, Inc., N. Y.) 

As predicted in Feb. 11 Spot Report, the 
| COCOA MARSH campaign is extending. 
The firm just added Cincinnati and 
Cleveland and is looking for additional 
markets, Vince Daraio is the timebuyer. 





| TIME, INC, 

| (Young & Rubicam, Inc., N. Y.) 
Another in the series of tv spot campaigns 
for LIFE will be getting underway April 
15 to 19 and again April 22 to 26. Since 
the eastern section of the country has 
already been covered (see Jan. 14 Spot 
Report), these two flights will run in 
midwest, as far south as Atlanta and 
on the west coast. The schedules contain 
both day and night minutes, 20’s and ID’s. 
Frank Grady handles, assisted by Clara 
Haber. 


STEPHEN F. WHITMAN & SON, 
INC. 

(N. W. Ayer & Son, Inc. N. Y.) 

The Easter and Mother’s Day spot drives 
for this candy company is about all 








Top Twenty 

Most popular commercial in 
the nation in January was that 
for Piel’s beer, according to spe- 
cial survey by the American Re- 
search Bureau. Although Piel’s 
is sold only in the northeastern 
area, its immense popularity 
where it is seen more than made 
up for its lack of votes in areas 
where it is not shown. Following 
are the products advertised in 
the first twenty commercials ac- 
cording to popularity, 
with per cent of mention and 


together 


the agency for the account. 


Product Per Cent Agency 
of 
Mention 
1. Piel’s beer 8.4 Y&R 
2. Ipana 5.0 DCS&S 
3. Hamm’s 4.8 Campbell- 
beer Mithun 
4. Winston 3.9 Esty 
5. Dodge 3.1 Grant 
6. Ford 2.7 JWT 
7. Gillette 2.3. Maxon 
8. Alka 2.2 Geoffrey 
Seltzer Wade 
9. Jello 2.2 Y&R 
10. Rheingold 2.0 FC&B 
11. General 19 Y&R 
Electric 
12. Maypo 1.8 Bryan 
Houston 
13. L&E M 1.6 D-F-S 
14. Camels 1.4 Esty 
14. Snowdrift 1.4 Fitzgerald 
16. Kraft 13 JWT 
16. Pamper 1.3 North 
18. Revlon ia * 
19. Lucky 1.1 BBDO 
Strike 
20. Gulf 10 Y&R 
20. Plymouth 1.0 Ayer 


*BBDO; Dowd, Redfield & Johnstone; 


LaRoche; Emil Mogai 








WANTED 


Eastern Representative 
for outstanding West Coast 
cial Producer 





Heavy agency following essential 
Draw plus Commission 


Write fully. Enclose photo if 
available. 


Box +455 Television Age 


444 Madison Ave. 
New York 22, N.Y. 











set up. The two-week schedules of night- 
time ID’s are the same as the company 
ran before Christmas (see Dec. 31, 1956 
Spot Report), except that for the first 
time. New York will be included, making 
a market total of 59. Jeanne Nolan 
Sinnott is the timebuyer. 


WILLYS MOTORS, INC. 
(Norman, Craig & Kummel, Inc.) 


This auto company is lining up avail- 
abilities for a spot campaign to plug 
JEEPS. Jeanne Sullivan is the timebuyer. 

















Baseball (Continued from page 35) 
The Philadelphia Phillies, another 


road game advocate, carry more than 
twice as many away contests as home 
tilts. George A. Fletcher, secretary, 
says: “We are very pleased with the 
beneficial results obtained from our 
away telecasting. This assures a con- 
tinuity of interest while the team is on 
the road, and we believe this has been 
an important factor in sustaining our 
attendance while at home.” 

The Phillies have evolved one of the 
most intricate coverage patterns. The 
team will televise 24 home week-end 
and day games, 27 away week-end and 
holiday contests and 29 away night 
tilts. 


No Home Night Games 


Many teams follow the same prac- 
tice of the Phillies in not telecasting 
home night games. One of these is 
the Chicago White Sox. The club 
comments: “We feel the televising of 
daytime games is practical in our 
instance and do not feel televising of 
night games would be advantageous to 
our attendance.” And yet in the same 
city the Chicago Cubs carry all their 
home games over tv, including night 
contests. 

As for road games, the White Sox 
feel that “being in a two-team city, 
it is rather difficult to televise road 
games in competition to the other home 
club.” 

As baseball teams increase their ex- 
perience with the visual medium, they 
find they are better able to analyze its 
benefits and problems. Comments 
elicited from baseball executives indi- 
cate that some of the difficulties which 
tv magnifies are traffic and weather. 
A. E. Patterson, assistant general man- 
ager of the Brooklyn Dodgers, states, 
“We believe that television keeps some 
folks away under certain conditions 
(weather, traffic, etc.), but also it is 
gradually making new fans, too.” The 
Dodgers once again in 1957 will tele- 
vise 102 games, more than any major- 
league club. 

The Baltimore Orioles, who will 
present 58 contests, have similar feel- 
ings: “Television provides a stimulus 
to baseball interest, for it reaches 
people who otherwise would never 
visit the ball park and stirs their 





Sells Sofas 


Bright Furniture Co., of South 
Bend, cites the sale of three $595 
three-piece sectional sofas after 
a one-minute live commercial on 
wNbu-Tv South Bend-Elkhart as 
proof of the efficiency of tv ad- 
vertising. The company is one of 
a group of five sponsors, of a 
ten-minute, Monday through Fri- 
day, news and sports program on 
WNDU-TV (5:50-6 p.m.). Each 
sponsor has one night a week in 
which he gets a one-minute com- 
mercial, the other four nights he 
has a 15-second spot. Bright’s 
traces many other sales and new 
customers to the program. 











interest and curiosity to a point where 
they become ‘live’ fans. Television ad- 
versely affects attendance only during 
marginal weather when the regular 
fan decides to enjoy the comfort of 
his home rather than expose himself 
to cool weather or take a chance on 
the game being rained out. Except 
for definitely cutting in on attendance 
on marginal weather days, we do not 
think that tv hurts the gate dollar- 
wise any more than the club is receiv- 
ing under an advanced guarantee for 
its tv rights.” 

There seems little question that the 
money received for television rights 
more than compensates for any de- 
crease in the gate that industry people 
feel result from the use of television. 
However, the controversy over whether 
tv helps or hurts attendance is still 
very much with us. and far from being 
settled. There seem to be more intrinsic 
qualities in the sport that have a 
greater bearing on attendance than 
television. Last year, for example, Na- 
tional League attendance showed a 
12.7-per-cent increase over 1955, with 
a total of 8,634,810—the highest mark 
since 1949. The American League, on 
the other hand, was 11.7 per cent off 
the 1955 pace, registering 7,884,058. 
The fact that the National loop had a 
three-way run for’ the pennant going 
into the last week of the season, while 
the American circuit was the victim 
of a closed issue by July 4, probably 
had more to do with attendance than 


television or any outside factor. 

The New York Times, reporting on 
the 1956 gate in its Oct. 1, 1956, issue, 
said: “The National League exciting 
pennant race paid off this year in a 
12.7-per-cent rise in attendance over 
1955, while the New York Yankees’ 
runaway American 
League probably contributed to an 
11.7-per-cent drop from last season.” 


victory in the 


Of course, anything can be proved 
with statistics. And the 
against the use of tv can receive strong 


argument 


support from two clubs that didn’t use 
it last year and won't touch it this 
year. The Milwaukee Braves have been 
setting attendance records since 1954, 
running over the two-million mark 
every year. And the Kansas City Ath- 
letics, although showing a 375,000 
drop in 1956 over 1955, hit the cher- 
ished one-million point. On the other 
side of the ledger, the three clubs in 
the American League that had in- 
creases in 1956—however slight—used 
television. 


New in Milwaukee 


One of the things that has accounted 
for the great attendance of the Braves 
and the Athletics has been their rela- 
tively recent arrival in their respective 
cities. The Braves came to Milwaukee 
in 1953 and have been a strong com- 
peting team since that time. The Ath- 
letics moved to K.C. in 1955. Figures 
that 
companies a switch in cities. The Bal- 


indicate high attendance ac- 
timore Orioles, too, a consistent user 
of tv, have been around the million 
mark since their move from St. Louis 
in 1954. 

In addition to the Braves and the 
Athletics, the Pittsburgh Pirates did 
not use tv in 1956. But this year the 
iatter club has arranged for a schedule 
of 24 away games. 

Considering the benefits and the 
little 
doubt that as baseball grows, with the 


hazards involved, there seems 


possible extension of the majors to the 
west coast, television will be right there 
to spread the excitement. 








William J. Scripps Assoc. 
Tel ication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
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Woman 3 (Continued from page 44) 


Mary Pickford, Louis Armstrong and 
George Montgomery. 

KGW-TV Portland, Ore., like other tv 
stations around the country, uses a 
magazine format for its women’s show, 
Telerama. Hostess is Konnie G. Worth 
and the show incorporates a variety 
of features for women—a syndicated 
comedy, such as Trouble With Father 
and a Ray Milland series; cooking dis- 
cussions, a quiz segment with local 
angles; sewing and other women’s ac- 
tivities. The show also has a host— 
chef Gino Airaldi, a native of northern 
Italy who has been a writer, restaurant 
owner, gourmet and world traveler. 
If this doesn’t round him out as a 
cosmopolite, he has also been a plan- 
tation owner, exporter, sea trader and 


prospector. 
Early Morning Show 


An early morning half-hour Mon- 
day-Friday spread is the women’s of- 
fering at wsLs-Tv Roanoke, Va. The 
station’s director of women’s activ- 
ities Betty Bond emcees the 9 to 9:30 
a.m. program. It covers a variety of 
women’s interests and sometimes weaves 
the sponsor into the program format. 
For instance, the owner of Felton Rug 
Service, which sells and cleans carpet- 
ing, made several appearances and was 
interviewed on all phases of carpeting 
for the home. He was developed in the 
viewers’ minds as a trustworthy expert, 
willing and able to advise. Homeown- 
ers are calling and writing him for 
advice. 

Betty’s show is otherwise divided 
into features for the various days of 
the week. Thursday, for example, high- 
lights gardening. Wednesday is the day 
for children’s features. 

Another Roanoke women’s show is 
seen at 1 p.m. Monday-Friday on sta- 
tion wpBJ-Tv. Ann Howard is emcee 
of the women’s strip which includes a 
variety of segments. Guests are varied 
also. Former heavyweight champion 
Jack Dempsey appeared recently. 

WVET-TV Rochester, N. Y., has a 
half-hour Tuesday and Thursday 
women’s program. Women’s World, 
emceed by Pat Sumberg, emanates 
from a “tele-mythical hostel” called 
Welcome Inn. The station promotes 
Pat as a “modern lass with a knack for 
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reporting the happenings in_ this 
women’s world in a breezy, delightfully 
informal manner. Her comments and 
guest interviews range from bottle 
warming to bowling to basting a hem 
—any subject, in fact, of interest to 
women.” 

wroc-tv Rochester, N. Y., has a 
pair of hostesses for its women’s pres- 
Trudy McNall handles 
Home Cooking Monday through Fri- 
day from 9 to 9:30 p.m. Ann Rogers 
takes care of the Romper Room which 


follows for a half-hour daily. The 


kitchen show steers clear of the esoteric 


entations. 


or scientific in the culinary art, con- 
centrates on things women can readily 
do in their own homes. Four winners 
in the New York state National Cherry 
Pie Baking Championship have been 
Trudy McNall trained. She leads the 
local 4-H group. 

The show was used to introduce 
Tru-Mix pie fillings, a product that 
was coming into Rochester with no 
distribution. Station merchandising 
and 14 field men helped the product 
get good store circulation and _ tre- 
mendous sales success, according to the 
company. 

Pull of the show is indicated in the 
more than 2,000 letters Trudy. gets 
each week asking for recipes. 

Marie Aska, emcee of Party Line 13 
on WREX-TV Rockford, Ill., maintains 
a large mailing list of viewers who get 
special mimeographed sheets of recipes, 
special pamphlets and other pieces of 
interest to women. The half-hour show 
is seen in the early afternoon week- 
days except Wednesday. Mrs. Aska 
performs her own cooking demonstra- 
tions, has numerous guests, mostly ex- 
perts in women’s fields. 


Built Around Film 


KTVT Salt Lake City is another sta- 
tion that is building its women’s pro- 
gramming around a feature film. Daily 
from 3:30 to 5:30 p.m. the station 
carries Club 4 Playhouse, with Josey 
Barnes as mistress of ceremonies. 
About seven of the ten hours a week 
are film, the other three are given to 
live women’s interest material. The 
live segments come before and after 
the feature. Miss Barnes concentrates 
on fashions, brings outstanding area 
cooks and recipes to the show and also 


gives good coverage to local events of 


interest to women. 

The features picked for the show, 
says the station, are singled out for 
their appeal to the adult female audi- 
ence—“Emphasis is placed on _ the 
selection of a good daytime family 
show with no heart-throb stuff.” 

An example of sponsor success comes 
from Standard Sales Engineering, 
handlers of Webb Water Softeners. 
Company was looking for leads with 
a demonstration of the softener. Over 
13 weeks, Club 4 Playhouse produced 
as many as 18 direct leads in a day 
from a one-minute commercial. Rich- 
ard Flynn, sales manager for Stand- 
ard, says, “The results we have ob- 
tained are tremendous. Much of the 
success of our campaign has been due 
to the cooperative spirit Miss Barnes 
shows and her ability to go along with 
any type of commercial.” 


Varied Format 


KSL-TV Salt Lake City is currently 
carrying a Monday-Friday show from 
11 to 11:30 a.m., with the shows seg- 
mented into phases of distaff interest. 
Four days a week the format includes 
ten minutes of news, ten minutes of 
filmed exercises and ten minutes of in- 
terviews or demonstrations. Sally Salis- 
bury is the emcee: of the show, which 
is titled Just For You. On Tuesday, 
the show runs a full hour with a cook- 
ing demonstration. This special presen- 
tation is sponsored by the local power 
and light company. 

KSL-TV’s program director Wayne F. 
Richards says, “We have consistently 
programmed at least one-half hour a 
... It has 


been interesting to note that ratings are 


day directed to the women. 


rather consistent—not too high, but 
with a very devoted audience who con- 
sistently purchase products recom- 
mended by the television personality. 
We have had some 600 to 700 cards 
in response to one announcement in 
various simple contest gimmicks uti- 
lized on the program.” 

KRON-TV San Francisco, the Chron- 
icle station, has limited special pro- 
gramming for women. But the hour- 
long Sunday 
appropriately titled Sunday Supple- 


ment. Marjorie Trumbull is the mis- 


afternoon show is 


tress of ceremonies. The station prefers 
to call it straight public service, has 
never bid for advertisers. As the name 








implies, the show is segmented like the 
Sunday supplement of a newspaper and 
covers such features as news, fashions, 
drama, arts, music, etc. 

The Kitty Cope Show is the across- 
the-board women’s program from 
wsav-Tv Savannah, Ga. A member of 
a prominent Savannah family, Kitty 
Cope has been in the forefront of 
women’s activities for many years. Her 
show, aired Monday-Friday from 2 to 
2:30 p.m., includes a weekly interview 
with an architect on home design and 
planning, an interior decorator, a hair 
stylist, a beautician, a fashion expert 
and an authority on gardening. There 
is also a brief demonstration of ex- 
ercises for figure beauty. The show fol- 
lows the midday feature film presen- 
tation and is intended to give the 
daytime women’s audience a_ solid 
block of daily programming. 

Janet Miller stars on At Home With 
Janet, the 2:30 p.m. Monday-Friday 
half-hour women’s show on WARM-TV 
Scranton. The hostess does not confine 
herself to a kitchen set, but, like many 
others, includes all homemaking phases 
of interest to women. 

She has conducted on-the-air courses 
in how to upholster furniture, how to 
make dresses, coats, draperies and slip 
covers. When the dress-making courses 
are underway, members of the audi- 
ence come into the studio and sew on 
camera. Requests for booklets on the 
courses have been so great that WARM- 
TV: staffers have been unable to fill 
them all. 


Lunch is Feature 


Twice a year the show is opened to 
the viewing women for a Pot Luck 
Lunch. Admittance is by recipe, one 
of the guest’s own. Prizes are given for 
the recipes judged the best. The lunch- 
eons never fail to fill the studio to 
capacity. The show has participating 
sponsors. One of them, Chef Boy-Ar- 
Dee, has been with it for almost three 
years. 

Another station tieing in its women’s 
programming with a feature film is 
KTVW Seattle. Monday through Friday 
from 2 to 5 p.m., the station slots 
Rivers Showboat. It includes a full- 
length RKO feature along with a 
couple of syndicated half-hour films. 
Included between features are live in- 
terviews, features and music. The quar- 





Klein Branch 


Walter J. Klein Co., of Char- 
lotte, N. C., has opened a branch 
office in Raleigh with A. Miles 
Hughey as manager. Mr. Hughey 
will be under the supervision of 
Guy Zwahlen, director of East- 
ern Carolina operations for the 
agency. Mrs. Nell Dodge will 
serve as assistant manager. The 
new office was announced by 
Walter J. Klein, president of the 
advertising firm. Mr. Hughey, 
33, is a veteran of 12 years in 
newspaper and public relations 
work. 











ter-hour film show, /t’s Fun to Reduce, 
is also scheduled. Emcee is Jack Rivers. 
He’s assisted by Byron Herreid at the 
organ. Mr. Rivers plays guitar and 
vocalizes. 

The show takes 25 commercials a 
day and is completely sold out. Ad 
successes have been notable. An ex- 
ample is the paint sponsor who offered 
a gift of paint to a community or- 
ganization. More than 250 requests 
rolled in. The offer was made only 
twice. 

KING-TV, a third Seattle station, has 
a heavy of features 
slanted to women through the day. 


concentration 


TelesCope, a morning variety show, 
10 to 11 a.m., has three emcees, Mike 
Rhodes, Warren Saunders and Charles 
Herring. They alternate. Their girl 
Friday is Casey Gregerson. The for- 
mat includes late news and women’s 
news, exercises with Beth Leonard and 
Vi Welchko, fashion shows and other 
features for women. The show is par- 
ticipating and generally sold out. 

An example of the program’s ad pull 
is the Mary Stone Beauty School, 
which had previously bought news- 
papers, radio and night tv. As an ex- 
periment, Mary Stone bought the 
exercise portion of TelesCope two 
times only. Commercial had students 
from the school modeling new hairdos 
etc. Results were immediate and in 
such volume that Mary Stone has spon- 
sored 15 minutes of the show alternate 
weeks for the last two years. 

KSLA-TV Shreveport, La., has a Mon- 
day-Friday women’s show from 1 to 


1:30 p.m. Called The Lois Holmes 
Show, it’s an outgrowth of the station’s 
Kitchen Show with Lois Holmes. While 
the Kitchen Show was limited almost 
entirely to meal preparation, the new 
show has been expanded to include a 
new electric kitchen, dinette and living 
room. Mrs. Holmes and her assistant 
Margaret Barron now include such 
subjects as personal grooming, gar- 
dening, sewing, child care, nutrition, 
home decoration, floral arrangements, 
party planning and so on. 

Big Chain stores, the largest chain 
in the Shreveport area, has been an 
advertiser with Mrs. Holmes since the 
show’s third week on the air. That 
in the 1954. Big 
Chain’s management likes “the way 


was summer of 
Mrs. Holmes conducts the entire show 
and in particular the commercials. Her 
direct and sincere approach has had a 
great deal to do with her success in 
selling merchandise.” 


Homemaker Topics 


KTIV Sioux City, la., has a 1 to 1:30 
p.m. Monday-Friday 
titled The Lady Next Door. Pauline 
Schmidt is the emcee. She concentrates 


women’s show 


on cooking demonstrations, but also 
covers a variety of other homemaker 
topics. In her live presentations of 
commercials, she often uses point of 
purchase materials to give big visual 
support to the product. For sponsors, 
the full facilities of the station’s pro- 


motion and merchandising depart- 
ments are offered. 
wics Springfield, Ill, calls The 


Women’s Page its most successful dis- 
taff show. Slotted Monday-Friday from 
3:45 to 4 p.m., The Women’s Page 
Marion Carroll. 
nounces and discusses local activities 


features She an- 
of interest; gives news on interior 
decorating; shows new style trends and 
interviews guests. Myers Bros., a 
Springfield department store, promoted 
tapered trousers and blouses on the 


show. They had to be re-ordered three 


times. 
WwiBw-Tv Topeka has a _ half-hour 
women’s offering, What's Cooking, 


devoted entirely to the kitchen task. 
Dottie Paige is emcee. She demon- 
strates food preparation, menu tips 
and sends the show’s recipes to viewers 
who request them. The show cur- 

(Continued on page 62) 
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AWRT Convention 


The annual convention of the 
American Women in Radio & 
Television, Inc., will be held in 
St. Louis from April 25-28. A 
slate of eight candidates who will 
fill five two-year terms on the 
national board of directors was 
announced by Edythe Fern Mel- 
rose, WxYZ-TV Detroit and pres- 
ident of the women’s 
Chairman of the 
committee is Mary Louise Mar- 
shall, woc-tv Davenport. 

The candidates, who will be 
elected at the convention, are: 
Jeanne Bacher, owner, KGST 
Fresno; Betty Jane Bupp, pro- 
gram assistant, WBAL Baltimore; 
Ruth Goldberg, manager, Cleanli- 
ness Bureau, Assn. of Soap & 
Glycerine Producers, New York; 
Bea Johnson, broadcaster KMBC- 
TV Kansas City; Henrietta 
Kieser, vice president, Bozell & 
Jacobs, Omaha; Josephine Mc- 
Carthy, food WRCA-TV 
New York; Pressly, 


broadcaster, WPTF Raleigh; Mar- 





group. 
nominating 





editor, 
Harriet 


tha Rupprecht, manager, net- 
work program distribution, CBS, 


New York. 








Woman 3 (Continued from page 61) 


rently has three sponsors, was used by 


Swift & Co. as a test for a campaign 
on Tender Franks. 

KOTV Tulsa’s top women’s show is 
Woman’s Page, a 15-minute program 
from 11 to 11:15 p.m. Betty Boyd, the 
emcee, gives household hints, an- 
nounces social events, discusses fash- 
ion, gardening, beauty care and so on. 
The hostess has long been associated 
with civic affairs in Tulsa. She is the 
health education chairman for the 
Tulsa City Council, PTA, a member 
of the nutrition committee, Council of 
Social Agencies, woman’s activity 
chairman, Tulsa County National 
Foundation for Infantile Paralysis and 
a member of the American Cancer So- 
ciety Board. 

On one show Betty Boyd plugged a 
$2.98 sweater for sale at Vandever’s 
department store. More than 670 sweat- 
ers were sold in 24 hours. 


March 25, 1957, Television Age 


The same title, Woman’s Page, iden- 
tifies the women’s show for WSAU-TV 
Wausau, Wis. Monday through Friday 
from 2:30 to 2:45 p.m., Lolly Wood- 
ward discusses and demonstrates 
recipes, current fashions and news of 
interest to women. She visits nearby 
Chicago’s fashion houses to keep on 
top of the trends. She has had such 
sponsors as Ivory, Duz, The Fair Store 
and Dairy among others. 
“They keep renewing,” says the sta- 
tion, “and that’s important.” 


Stueber 


> 





News (Continued from page 48) 


basketball has been on tv. In other 
years it was presented on a national 
network, but this year a regional cir- 
cuit set up by Sports Programs and 
Sports Network, presented the 13-week 
Saturday afternoon schedule in more 
than 35 cities in eight midwestern 
states. Chief sponsor of the games was 
Standard Oil of Indiana, with stations 
selling half of it on a co-op basis. 

“Although there is no rating system 
which can compare our regional show 
with national shows,” Comr. Wilson 
said, “local ratings in the areas in 
which our game appeared show that 
we attracted the larger audiences. 


K. L. “TUG” WILSON 
“ . . . larger audiences” 

“Figures also show that apparently 
thousands of tv owners turned on their 
sets on Saturday afternoons just to 
watch the Big Ten basketball game and 
then turned them off again.” Comr. 
Wilson pointed out that every team 
on the conference appeared at least 
once and some of the better teams as 


much as four times. 

The Big Ten head stated, “We fee. 
that our show reached an especially 
attentive audience through the layout 
of stations arranged by Sports Net- 
work and Sports Programs, and we 
think that a specially tailored network 
of this sort is a tremendous benefit for 
sports fans.” 

Comr. Wilson added that he could 
not predict definitely that the Big Ten 
games would be on tv again next year 
“because that is a decision to be made 
by the athletic directors,” but he said 
that because of the unquestioned suc- 
cess of the show, he had no doubt the 
series would be continued next year. 





Memo (Continued from page 49) 


mately was given an extension of time 
to conduct its test, after running into 
trouble obtaining first-run feature film 
from Hollywood. Paramount Pictures 
supplied the product when the Depart- 
ment of Justice, which had earlier 
forced divestiture of the film com- 
pany’s theatres, got after it. Ironically. 
Paramount later acquired the Tele- 
meter coin-box system and conducted 
tests in Palm Springs, Cal., through 
its community antenna there. 

Zenith claimed success for its test 
in Chicago, but the FCC has still not 
held any hearings. Two years ago the 
Commission finally instituted proceed- 
ings on the various proposals (by 
Zenith, Telemeter and Skiatron). 

A lot of water has passed under the 
bridge since the Zenith tests. What 
direction pay tv will take, nobody 
knows, but certain trends are begin- 
ning to emerge. The experiment in 
Bartlesville, Okla., in which theatres 
are piping movies into the home by 
wire, seems to be developing into a 
movement of sizable proportions. 

During the recent convention of the 
United Theatre Owners of America, 
Henry Griffing, head of Video Inde- 
pendent Theatres, which is staging the 
Bartlesville project, gave the develop- 
ment its own name—‘“telemovies,” or 
“tm” for short. Calling the system 
“the hope for the future” of the 
motion-picture industry, Griffing said 
that “tm is the best weapon the ex- 
hibitor has to fight toll tv and restore 
the audience we have lost in the last 
ten years.” 





Wall Street Report 


New Name for Olympic. A familiar 
tv corporation has been rechristened, 
undergone a face-lifting and is now 
presenting a fresh personality to the 
investment community. 

Unitronics Corp.—formerly known 
as Olympic Radio & Tv—traded on 
the American Stock Exchange, has 
mushroomed rapidly in the last year 
by increasing its own sales and ac- 
quiring new companies in related 
fields. 

The new name is intended to con- 
vey the wide diversification of prod- 
ucts and activity that exists in the 
corporation. Actually, it’s the fourth 
name-change the company has had 
since its origin in 1930, when it was 
organized under the name of Namco. 
Subsequently it was renamed the 
Hamilton Radio Co. and later Olympic. 

Olympic, which makes tv receivers, 
radio and phonograph sets and special 
Air Force navigational equipment, is 
still the main element of the corpora- 
tion. Olympic has, along with Magna- 
vox, carved a special niche for itself 
in the tv-set field. It concentrates on 
higher-priced sets, paying special at- 
tention to combination console sets that 
sell for up to $500, while straight radio 
and phonographs sets are priced up to 
$325. 

In these 
Olympic has been able to maintain a 


higher-priced markets 
steadily increasing sales volume, even 
in periods when most of the industry 
was suffering a setback in its tv-set 
business. 

Until last year Olympic had been 
confining its set distribution to se- 
lected areas. It had been heavily con- 
centrated in the New York area, which 
at one point—in 1955—accounted for 
55 per cent of its total volume. 


1956 Realignments. Last year the 
company moved to change that awk- 
ward marketing posture, while at the 
same time expanding into new fields. 
It opened 11 hew distributorships 
around the country, knocking the New 
York market down in importance in its 
overall picture. It also shifted its re- 
liance on tv-set sales, which had ac- 


counted for 67 per cent of the $18.3- 
million volume in 1955. In March it 
acquired the David Bogen Co., one of 
the leading names in the manufacture 
of hi-fi system equipment and associ- 
ated products. Then in July it pur- 
chased Presto Recording, manufacturer 
of equipment used in_ professional 
sound-reproducing systems, such as the 
Musak Corp. uses in piping music to 
restaurants and other public places. 
Both Bogen and Presto are ideally 
suited to the Unitronics picture since 
they are top quality-top price manu- 
facturers in the field. Oddly enough, 
Bogen was growing at such a rapid 
pace that some of the Presto plant ca- 
pacity had to be allotted to it. Bogen’s 
volume, running at $5 million annual- 
ly, and Presto’s estimated on an annual 
basis of over $1 million, brought Uni- 
tronics’ 1956 volume to approximately 
$28.5 million. The earnings, based on 
453,522 shares outstanding, came to 
an estimated $1.40 per share. Later, 


due to the exercise of some employe 


options, the number of outstanding 


shares jumped to 490,000. 

With the growth of Olympic’s set 
volume coupled with that of Bogen 
and Presto, it’s not being overly opti- 
mistic to predict—as the management 
does—that volume in 1957 will top 
$32 million and might go as high as 
$36 million, which would be a doubling 
of the company’s business in a two- 
year period—no small feat even in 
today’s era of inflation. 

However, in a tight money market 
the problem confronting a growing 
company is where to get the money 
that will keep the expansion moving. 
That’s the reason for the plan to raise 
new money. Naturally, it will be most 
desirable to do so without weakening 
the equity of present shareholders to 
any great extent. Thus it can be ex- 
nected that some money will be ob- 
tained from institutions such as insur- 
ance companies, while son.e will be 
sought from the public by sale of stock. 


1956 Unitron- 


ics—then Olympic—did some financ- 


Debenture Sale. |) 


(Continued on page 64) 
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if you’re feeling very well 








if it’s living you want most 


BS 


[_—————— 


have a checkup yearly 


Many cancers can be cured if 

detected in time. That’s why 

it’s important for you to have 

a thorough checkup, including 
a chest x-ray for men and 
a pelvic examination for 
women, each and every 
year...no matter how 
well you may feel. 


AMERICAN CANCER SOCIETY 
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Wall St. 


ing via the sale of debentures through 
a group headed by Bache & Co. and 
Hemphill, Noyes. Since then, A. Charles 
Schwartz, of Bache, has resigned from 
the board of directors under the pres- 
sure of other demands for his time, 
and it’s expected that any new financ- 
ing will be managed by Hemphill, 
Noyes. 


(Continued from page 63) 


Still Developing 


There are some aspects of the Olym- 
pic picture that are still to be devel- 
oped. At present, the company is nego- 
tiating with a west-coast company on 
another merger proposition which 
would expand its operations still fur- 
ther. 

Meanwhile, it has several projects 
in the testing or experimental stage 
which might be productive. It has been 
doing a considerable amount of work— 
proportionately speaking—for the mili- 
tary. It had a backlog of $5 to $6 
million on defense orders in 1956 and 
has a $7 to $8 million backlog order 
now. 

It also has developed a 24-hour tape- 
recorder that can be played on a nor- 
mal length of reel. This development 
may have rich potential in a number 
of fields. For one thing, the Air Force 
considers such a recorder highly de- 
sirable to record constant communica- 
tions between all parts of its big 
bomber plane crews and ground corps 
when flights. 
Needless to say, such a system is also 
desirable in airport operations and in 
various industrial operations. At pres- 
ent, many airports with tape-recording 
operations are confined to discs or 
tapes with a maximum use of several 
hours and that require somebody on 
stand-by duty to change them when 
used up. 


staging long-distance 


Established Position 


On color tv Olympic theoretically is 
in a good position. It already has estab- 
lished its position in the higher-priced 
group, so that its distributors and cus- 
tomers are pre-conditioned to paying 
more for a good quality set. Thus, 
when the quality and ease of produc- 
tion for color sets have been ironed 
out to everybody’s satisfaction, it will 
be an easier task for Olympic to “push” 


color than for most other manufactur- 
ers. However, Olympic apparently is 
not yet convinced that the problem of 
a good, easily serviced, efficient-work- 
ing tv set has been licked. Whether it 
is counting on RCA, from whom it 
buys some of its parts, or on DuMont, 
now working on the Chromatic single- 
gun tube, to overcome the problem is 
a management secret. But until one or 
the other does, Olympic apparently 
will go slow on the color-set market. 

But this does not mean the stock- 
holders must fret. At present, Unitron- 
ics is selling on the junior board for 
$7.50 per share. It paid a nickel per 
share in cash, plus a 5-per-cent stock 
dividend. This is following the trend in 
industry these days—to conserve cash 
as much as possible. Thus, it’s likely 
that whatever growth accrues in 1957 
the dividend policy will be restrained. 
Nevertheless, for a company with the 
growth potential this one apparently 
enjoys—after all its financing prob- 
lems are resolved—it seems to be con- 
servatively priced. 


High-Low Last 
Stock * 1956-57 Quote* 
ABC 3214-20% 23% 
ADMIRAL 224%-10% 11% 
AVCO 7%- 5% 6% 
cBS 3414-2256 32% 
DUMONT LABS 10 - 4% 5 
EMERSON 13%4- 5% 5% 
GENERAL ELECTRIC 6544-5254 56% 
HOFFMAN 25%-17%% 19% 
MAGNAVOX 41 -31% 36 
MOTOROLA 51%4-35% 39% 
NATIONAL TELEFILM 9%- 3 8% 
PHILCO 3614-14% 14% 
RCA 506-3156 33% 
RAYTHEON 20%-13 17 
STORER 2914-22\% 265% 
SYLVANIA 55%-39% 41 
WESTINGHOUSE 65% -50% 55% 
ZENITH 1414-914 92% 
Over-the-Counter Stocks 
Bid-Asked* 
AMPEX 3214-32% 
CONSOLIDATED 17%4-17% 
OFFICIAL FILMS 15 - 2 


*As of the close, March 13, 1957. 
+As of March 13, 1957. 








Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
address of 
within the 
station coverage area, source of set 


letters, channel number, 


station, number of sets 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 
All of this data 
the station in answer 
questionnaires. For more 
data see the Tv AGE Yearbook. 


is furnished by 
to monthly 


detailed 


Asterisks indicate stations equipped for color 
but which have submitted no figure. Italics indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers (+) indicate that the station 
has asked that no set count figure be published. 

Abbreviations commonly used in this listing 
include: asst. assistant, ¢ color, c. commercial, 
chg. charge, cls. class, d. director, g. general, loc. 
local, m. manager, mng, managing, nat. national, 
©. owner, opertns. operations, p. president, pgm. 
program, prom. promotion, rgnl. regional, res. 
resident, sce. source, serv. service, sls. sales, st. 
station, sta. station estimate. 





Totals 


Total commercial stations: 476 
Total markets: 304 

Total estimated b&w sets: 39,452,000 
Total estimated color sets: 221,000 











ALABAMA 

Birmingham, WABT (13) Box 2553. 370,000 
b&w Sce: sta. 400 c. Cls. A hr. $700, ID $90. 
Henry P. Johnston, p.; Charles F. Grisham, 
v.p. & m. 

Birmingham, WBRC-TV (6) Atop Red Mountain 
366,400 b&w Sce: sta. 200 c. Cls. A hr. $700, 
min. $180, ID $90. J. Robert Kerns, v.p. & 


mng. d.; Oliver V. Naylor, c.sls.m. 
Decatur, WMSL-TV (23) Box 411. Bank St. 
35,000 b&w Sce: sta. 50 c. Cls. A hr. $150, 


—_ $35, ID $20. Louis Blizzard, st. m. & 

sls.m. 

Dothan, WTVY (9) Cottonwood Rd. 37,500 b&w 
? sta. Cls. A hr. $150, min. $30, ID $15. 

F. E. Busby, exec. v.p. & g.m.; Jerry L. 
Williams, sls.m. 

Mobile, WALA-TV (10) Government at Joachim 
Sts., Box 1548. 145,310 b&w Sce: sta. 1,000 c. 
Cls. A hr. $400, ID $40. W. B. Pape, exec. 
v.p. & g.m.; Willard V. Merwin, sls.m. 

Mobile, WKRG-TV (5) 162 St. Louis St. 187,500 

&w Sce: sta. *c. Cls. A hr. $400, min. $80, 
ID $40. C. P. Persons Jr., v.p. & g.m 

Montgomery, WCOV-TV (20) Box 2505, "Adrian 
Lane. 81,000 b&w Sce: sta. 50 c. Cls. A hr. 
$200, min. $40, ID $20. Hugh M. Smith, g.m. 
Morris South, loc. sls. m. 

Montgomery, WSFA-TV (12) 10 E. ay Ave. 
133,500 b&w Sce: Pulse. *c. Cls. hr. $450, 
min. $100, ID $50. Eugene B. Fd, st. m. 


ARIZONA 

Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) 511 W. Adams. 175,000 
&w Sce: sta. 400 ¢. Cls. A hr. $500, min. 
$100, ID $50. Tom Chauncey, p. & g.m. 
Homer Lane, asst. g.m. 

Phoenix. KPHO-TV &) 631 N. Ist Ave. 150,280 
b&w Sce: sta. Cls. A hr. $450, min. $100. ID 
$50. amar! Bg Rawls, g.m.; Howard Stal- 
naker, asst. m. 

Phoenix, KTVK (3) 3435 N. 


16th St. 150,000 


b&w Sce: sta. 200 c. Cls. A hr. $400, min. 
$80, ID $40. Roger Van Duzer, st. m.; Burton 


B. LaDow, c.m. 

Phoenix, KVAR 5 1101 N. Central Ave. 174,- 
666 b&w. Sce 500 c. Cls. A hr. $456, 
~ $90, ID $45. “Richard O. Lewis, p. & g.m. 

W. Harvey, v.p. & c 

ston KGUN-TV Pis) 2175 N. 6th Ave. 190,000 
b&w Sce: Nielsen. *c. Cls. A hr. $300, min. 
$60, ID $30. Tolbert Foster, v.p. & g.m.; 
Irvin Kipnes, ¢.m. 

Tucson, KOPO-TV (13) 115 W. Drachman St. 
59,100 = Sce: sta. Cls. A hr. $250, min. $50, 
» & $25. E. S. Mittendorf, g.m.; Bernie Perlin, 
sls 

Tucson, KVOA-TV (4) Box 5188, 209 W. Elm. 
59,100 b&w Sce: sta. 60 c. Cls. A hr. $250, 
min. $50, ID _, Otis Cowan, m.; W. R. 

y”’ DuBois, 

be KIVA (ii). P.O. Box 1671. 30,000 b&w 

ARB. Cls. A hr. $200, min. $40, ID $20. 
Teeaven worth Wheeler, st. m.; Patrick Carrick, 
sls.m. 


ARKANSAS 
El hey KRBB (10) Garrett Hotel, Box 791. 
b&w Sce: sta. Cls. A hr. $200, min. 


$40, °rD $20. Bruce B. Compton, st. m. & sls.m. 

Fort Smith, KFSA-TV (22) Southwestern House, 
920 Rogers Ave., Box 569. 40,600 b&w Sce: 
sta. Cls. A hr. $200, min. $40, ID er eg w. 
Slates, v.p. & g.m.; Roland Hundley, 

Fort Smith, KNAC-TV (5) 200 Kelley Bldg. 
61,367 b&w Sce: sta. Cls. A hr. $250, min. 
$50. ID $25. Dick Campbell, acting g.m: 
Roger Garrett, asst. g.m. opertns. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
159,904 b&w Sce: sta. 200 c. Cls. A hr. $450, 
min. $100, ID $50. T. K. Barton, v.p. & g.m.; 
Lee Bryant, c.m. 

Little Rock, KATV (see Pine Bluff) 

Little Rock, KTHV (11) 8th & Izard Sts. 237,100 

w Sce: sta. 100 c. Cls. A hr. 2% min. 
$100, ID — B. G. Robertson, g.m. Ze 
Hutt, sls. 

Pine Bluff, KATV (7) 100 Williams Rd. 160,322 

w Sce: sta. *c. Cls. A hr. $350, min. $70. 
John H. Furate, g.m.; Oscar Alagood, sls.m. 

Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. O. Box 1448. 
110,000 Sce: sta. Cls. AA hr. or min. $70, 
ID $35. A. H. Constant, v.p. & g 

Bakersfield, KERO-TV (10) 1420 Truxtun Ave. 
160,000 b&w Sce: sta. 500 c. Cls. A hr. $400, 
min. $80, ID $40. Gene DeYoung, p. & g-.m.; 
Ed Urner, v.p. & nat. sls.m. 

-_ KHSL-TV (12) Box 303, 180 E. 4th St. 

00 b&w ond sta. M. F. Woodling, st. m. 
i _ Pero, sls. 

Eureka, KIEM- TV. (3) Box ry foot of Bay St. 
36,500 b&w Sce: sta. Cls. A hr. $250, min $50, 
ID $25. Donald H. Telford, v.p. & st.m.; W. 
Edwin Smith, pgm. superv. 

Fresno, KFRE-TV (12) 733 L St. 252,299 b&w 
Sce: sta. 500 c. Cls. A hr. $650, min. $150, 
bo $75. Ed J. Frech, st. m.; Bob Klein, nat. 
sls. m. , 

Fresno, KJEO (47) P.O. Box 1708. 178,000 
b&w Sce: Nielsen. 400 c. Cls. A hr. $500, min. 
$125, ID $62.50. Joseph Drilling, v.p. & g.m.; 
William Edholm, c.m. 

Fresno, KMJ-TV (24) 1117 N St. 170,000 b&w 
: sta. 400 ec. Cls. A hr. $500, min. $100, 
: ID $50. Perry Nelson, st. m. ; Wilson Leffler, 
sls.m. 

Les Angeles, KABC-TV (7) ABC Television 
Center, Hollywood. pare re b&w Sce: Electric 
League of L. A. 7,7 Cls. A hr. $2,300, 
AA 20 sec $600, AA iD “5500. Selig J. Seligman 
g.m.; Elton H. Rule, g.sls.m. 

Los Anode, KCOP (13) 1000 Cahuenga Blvd., 
Hollywood, 2,695,464 b&w Sce: sta. Cls. A hr. 
$1,250, min. $250. Jack Heintz, v.p. & g.m.: 
Amos Baron, sls.m. 

Les Angeles, KHJ-TV (9) 1313 N. Vine St., 
Hollywood. 2,695,654 b&w Sce: Electric League 
of L.A. 7,221 ¢. Cls. A hr. $1,500, min. $300, 
ID $150. John T. Reynolds, v.p. & g.m.; 
Howard L. Wheeler, sis.m 

Les Angeles, KNXT (2) 1313 N. Vine St. 
2.233.800 b&w Sce: sta. 5,236 c. Cls. A hr. 
ss 200. oa B. George, g.m.; Robert D. 


. g.sls.m. 

tak pe my KRCA (4) Sunset & Vine. }*c. 
Cls. A hr. $3,600, 20 sec. $800, ID $375. 
ee C. McCray, v.p. & g.m.; James Parks, 
sls.m. 

Los Angeles, KTLA’ (5) 5800 Sunset Blvd. 
Hollywoo4. 2,307,717 b&w Sree: sta. *e Cls. A 
hr. $1,500, min. $300, ID $150. Lew Arnold, 
g-m.; Bob Mohr, g. sls.m. 

Les Angeles, KTTV (11) 5746 Sunset Blvd. 
2,658,953 b&w Sce: Electric League of L.A. 
nal K hr. $1. 500. min. $400. Richard A. 

& g.m.; John R. Vrba, v.p. chg. sls. 

Redding KVIP- TV (7) Pioneer Dr. 60,000 b&w 


Sce: sta. 100 c. Cls. A hr. $225, min. $35, 


ID $19. George C. Fleharty, p. & g.m.; John 
Dadiw, sls.m. 

Sacramento, KBET-TV (10) 601-607 Seventh 
Ave. 389,301 b&w Sce: sta. 500 c. Cls. A hr. 
$700, —. yy de hw $87.50. gone H. Schacht, 
vp. &g e J. Kapel, sis.m. 

Geaamene, KOGCEV (40) Box 1596. 153,000 


b&w Sce: sta. Cls. A hr. $450, min. $75, ID 
$45. Dave Greene, st. m.; A. J. Richards, 
sls.m. 

Sacramento, KCRA-TV (3) 310 Tenth St. 325,000 
b&w Sce: sta. 10,000 c. Cls. A hr. $750, min. 
$150. Howard Smiley, st.m.; Robert E. Kelly, 
nat. sis.m 

Salinas, KSBW-TV (8) 238 John St. P.O. Box 
1651. 349,924 b&w Sce: RETMA. 1,000 ec. 
Cls. A hr. $350, min. $75, ID $38. John C. 
Cohan, g.m.; Graham H. Moore, sls. d. 

San Diego, KFMB-TV (8) 1405 Fifth Ave. 449, 
928 b&w Sce: sta. 200 c. Cls. A hr. $800, min. 
$200, ID $80. George A. Whitney, v.p. & g.m.; 
Bill Fox, g.sls.m. 

San Diego, KFSD-TV (10) 3642 Enterprise St. 
407,000 b&w Sce: sta. 225 c. Cls. A hr. $650, 
min. $130. William E. Goetze, exec. v.p. & 
g-m.; Jay Grill, sls.m 

Tijuana, Mex., XETV (6) 4229 Park Blvd., San 
Diego. 409,420 b&w Sce: sta. Cls. A hr. $600, 
min. $120, ID $60. Julian M. Kaufman, v.p. 
& g.m.; William G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-Tv 
Center, 277 Golden Gate Ave. 1,206,717 b&w 
Sce: _~ Cls. A hr. $1,250, James H. Connolly, 

avid M. Sacks, g.sls.m. 

San “RM KPIX (5) Van Ness at Green- 
wich. 1,193,721 b&w Sce: ARF. 1,700 ec. Cls. 

$1,250, min. $300, ID $150. Philip G. 
Lasky, m.; Lou Simon, sls.m. 

San Francisco, KRON-TV (4) 929 Mission St. 

$ 3,213 e. Cls. AA hr. 
$1, 700, min. $425, ID $212. 50. Harold P. See, 
g.m.; Norman Louvau, sls.m. 

San Pranciece, KSAN-TV (32) 1111 Market St. 
308,000 b&w Sce: Pulse. Cls. A hr. $115, min 
$15, ID $9. Richard P. Bott, g.m. & c.m. 

San Jose, KNTV (11) Box 1188, 645 Park Ave. 
345,200 b&w Sce: sta. Cls. A hr. $250, min. 
$60, ID $30. Francis Conrad, g.m.; Hal Chase, 
g.sls.m. 

San Luis Obispo, KVEC-TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Frederick F. Beck, st. m. 

Santa Barbara, KEYT (3) 730 Miramonte Dr. 
227,918 b&w Sce: sta. Cls. A hr. $450, min. 
$90, ID $45. Colin M. Selph, p.: Thomas 
Chace, rgnl. sls. m. 

Stockton, KOVR (13) 225 E. Miner Ave. 
395,000 b&w Sce: ARF. Cis. A hr. $650, min. 
$135, ID $68. Terry H. Lee, p. & g.m.; Jay 
Watson, v.p. chg. sls 


Tulare, KVVG (27) 1385 E. Tulare St. 175,000 


b&w Sce: sta. Cls. A hr. $325, min. $65. 
Bob Lee, opertns.; Ron Freeman, g.m. & 
sls.m. 


COLORADO 

Colorado Springs, KKTV (11) 512 S. Tejon St., 
Box 1078. 68,820 b&w Sce: sta. Cls. A hr. 
2 min. $50, ID $25. James D. Russell, 
& g.m.; Robert D. Ellis, v.p. & nat sls. d. 
clnunie Secingn, KRDO-TV (13) 399 S. 8th St. 
44,000 b&w Sce: sta. Cls. A o 175, min. 

$35, ID $17.50. Harry W. Hoth, & g.m. 
Denver, KBTV (9) 1089 Bannock. "(27,408 b&éw 
Sce: Rocky Mountain Electrical League. Cls. 


A hr. $650, min. $175, ID $87.50. Joseph 
Herold. st. m.; Tom Young, c.m. 
Denver, KLZ-TV (7) 131 Speer Blvd. 410,174 


b&w Sce: 
765 cc. Cls. 


Rocky Mountain Electrical League 
A hr. $750, min. $200, ID $100. 
Hugh B. Terry, p. & g.m.; Jack Tipton, 


g. sls. m. 

Denver, KOA-TV (4) NBC Bidg., 1625 Califor- 
nia. 427,408 b&w Sce: Rocky Mountain Elec- 
trical Leagu ue. 751 c. Cls. A hr. $750, min. 
$175, ID $87.50. Ralph Radetsky, st. m.; 
William MacCrystall, g. sls. m. 

Denver, KTVR (2) 550 Lincoln St. 428,159 b&w 
Sce: Rocky Mountain Electrical League. Cls. 
A ie. $500, min. $100. Hugh Ben La Rue, 
exec. v.p. & g.m.; George Kirkpatrick, loc. 
sls. m. 


Grand Junction, KREX-TV (5) P.O. Box 30. 
22,361 b&w Sce: sta. Cls. A hr. $120, min. 
$24, ID $12. Rex G. a, p. & g.m.; John 
L. Robinson, v.p. & 

Montrose, KFXJ-TV (ie) * catellite of KREX- 
TV Grand Junction 

Pueblo, KCSJ-TV (5) 2226 Television Lane, Box 
775. 56,000 b&w Sce: sta. Cls. A hr. $155, 
min. $40. Jim Croll, loc. ¢.m. 


CONNECTICUT 

Bridgeport, WICC-TV (43) Box 9140. 72,340 
b&w Sce: sta. Philip Merryman, p. & g.m.; 
Manning Slater, sls. m. 

Hartford, WHCT (18) 555 Asylum St. 360,000 
b&w Sce: sta. Cls. A hr. $650. Harvey J. 
Struthers, g.m.; LaMont Thompson, g. sls. m. 

Hartford-New Britain, WNBC (30) 1422 New 
Britain Ave., West Hartford. 334,703 b&w 
Sce: NBC Spot Sales. 750 c. Cls. A hr. $600, 
min. $120, ID $60. Peter B. Kenney, v.p. 
g-m.; Erwin B. Needles, tv sls. 

New hacen, WNHC-TV (8) 1110 Chapel St., 
Box 1859. 948,702 b&w Sce: sta. 500 c. Cls. 
A hr. $850, min. $190, ID $85. Edward C. 
Obrist m.; J. Vincent Callanan. sls. m. 

(Continued on page 66) 


March 25, 1957, Television Age 








Directory (Continued from page 65) 


Waterbury, WATR-TV (53) ‘et Meadow St. 
217,554 b&w Sce: sta. Cls. A hr. $200, min. 
$60, ID $30. Samuel R. Elman, g.m. & c.m. 


DELAWARE 
Wilmington, WPFH (12) one aioe 
Bldg., Philadelphia, Pa. 2,051, b&w 
sta. Cls. A hr. $800, min. ‘S180. Paul i 
Harron, p. & g.m.; Glenn Lau, c.m. 


DISTRICT OF COLUMBIA 

Washington, WMAL-TV (7) 4461 Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. A hr. 
$1,200, min. $240. Oe ae S. Houwink, 
g-m.; Neal J. Edwards, 
ashington, WRC-TV (4) Sheraton Park Hotel. 
754,000 b&w Sce: sta. 2,500 c. Cls. A hr. 
$800. Carleton D. Smith, v.p. & g.m.; Joseph 
Goodfellow, sls. d. 

Washington, WTOP-TV (9) Broadcast House, 
40th & Brandywine. 644,000 b&w Sce: sta. 
&. A hr. a 000, min. $300, ID $125. John 
S. Hayes, p.; Robert A. J. Bordley, sls. d. 

Washington, WITG (5) c/o Raleigh Hotel, 12th 
& ¢ wren Ave. NW. 700,000 b&w Sce: 
sta. Cls. AA hr. $720, min. $144. James W. 
Anderson, g.m.; Martin Callé, loc. sls. m. 


FLORIDA 
Daytona Beach, WESH-TV (2) P.O. Box 1712. 
61,000 b&w Sce: sta. Cls. A ~ $200, —_- 
$40, ID $20. Walter Strouse, st. m. & sls. 
Fort Myers, WINK-TV (11) ay 1072, 2824 
Palm Beach Blvd. 23, - — Sce: sta. Cis. 
A hr. $150. A. J. Bau & sls. m. 
Jacksonville, WJHP-TV “36) 1038 — Fa 
Box 5736. 98,896 b&w Sce: sta A 
hr. $250, min. $50, ID $25. T. *s. “cilenrist 
Jr., g-m.; Willard sls. m. 
Jacksonville, WMBR-TV (4) 605 S. Main St. 
: Nielsen. *e. Cls. A hr. $750, 
min. $160, ID $70. Ge Marshall Jr., p.; 
Dave Booher, g. sls. 
a he wd (7) Box ™, Little River Station. 
000 b&w Sce: sta. 1,900 ce. Cls. A hr. $836. 
James M. LeGate, st. m.; Robert L. Fidlar, 


sls. 
Miami, "WGBS-TV (23) 316 N.E. ay St. 278,- 
9 b&w Sce: sta. 403 c. Cls. A hr. $350, min. 
$70. a Koessler, mng. d.; Dick Sloan, 


sls. 
Miami. ‘WITV aD 228 NE 3rd St. a 
b&éw sta. A hr. = min. $100, 
=_ = Edward Writtle g-m.; Mike = 


Miva WTVJ (4) 316 N. Miami Ave. 393,500 
b&w Sce: sta. 2,350 ¢. Cls. A hr. $1,000, 
ID $125, Lee og tg exec. v.p. & g.m.; Bill 
Brazzil, nat. sls. d. 

Orlando, WDBO-TV age = N. Texas Ave. 
174,500 b&w Sce: sta. Cls. A hr. $250, 
—?_ oss. ID $27.50. ‘Harold P. Danforth, 


Puneme * City, WJDM (7) Box 428, Hwy. 98, 

~~ City Beach. 31,000 b&w See: sta. Cls 
hr. $140, min. $28, ID —" Harry C. Babb, 
3 m.; Byron Hayford, sls. 

Pensacola, WEAR-TV (3) sad 431, Hwy. 90 
West of Pensacola. 152, 500 b&w Sce: sta. 20 
e. Cls. A hr. $240, min. $48, ID $24. Mel 
— p. & g.m.; Milt de Reyna Jr., asst. 


st "Petersburg, WSUN-TV (38) Million Dollar 
Pier. 215,500 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Fred P. Shawn, g.m.; 
Barney Kobres, sls. m. 

Tallahassee-Thomasville, Ga., WCTV (6) 2225 N. 
Monroe, Tallahassee. 106, 421 b&w Sce: ARB. 
Cls. A hr. $250, min. $60, ID $30. L. Herschel 
Graves, mng. d.; W. L. Woods, nat. sls. m. 

Tampa-St. Petersburg, WFLA-TV (8) P.O. Box 
1410, 905 Jackson St., Tampa. 350.000 b&w 
Sce: RETMA. 1,000 c. Cls. A hr. $750, min. 
$140, ID $70. George W. ae, vp. & g.m. 
William B. Faber, sls. 

Tampa, WTVT (13) 3213 a Central Ave., 
Box 1198. 320,000 b&w Sce: sta. 600 c. Cls. 
A hr. $750, min. $140. P. A. Sugg, g.m.; John 
Haberlan, c.m. 

West Palm Beach, WEAT-TV (12) Box 70. 
140,000 b&w Ste: sta. Cls. A hr. $200, min. 
$40, ID $20. “ee ay , Jr., g.m.; Ed 
. Hennessy, gz. 

West Palm Beach, WPTV" (5) 5 Cocoanut Row. 
109,650 b&w Sce: ARB. 110 c. Cls. A hr. $275, 
min. $55. Theodore A. Eiland, g.m.; Bill 
Woods, nat. sls. m. 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 77,000 b&w Sce: sta. Cls. A hr. 
$200, min. $40, ID $20. James H. Gray, p.; 
Tom Stillwagon, g.m 

Atlanta, WAGA-TV (5) Box 4207, 1018 W. 
Peachtree St. NW. 542,900 b&w Sce: sta. 
500 ¢. Cls. A hr. $1,000, min. $250, Glenn 
Jackson, v.p. & ne. d.; John W. Collins 
Jr. asst. mng. d. 

Atlanta, WLW-A an 1611 W. Peachtree St., 
NE. 550.063 b&w Sce: sta. Cls. A hr. $900. min. 
seve, ID hgg 7 LeBrun, g.m.; James 


Burg sls. 

Adients, "WSB-TV. (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 350 c. 
Cls. A hr. . St. 000, min. $250. John M. Outler 
Jr., g.m.; Marcus Bartlett, st. m. 
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Augusta, te (6) Box ayu. 212,807 b&w 
Sce: sta. Cls. A hr. $360, min. $60, 
ID $30. Donald” M. 
T. J. Henessey, sls. & p 

Augusta, WRDW-TV 3) 1301 01 Georgia ame 
N. Augusta, S. C. 100 b&w Sce: 

Cls. A he. $350, = ‘Sis, ID $37.50. cr. W. 
Hicks, ; Lou Stratton, loc. sls. 

Columban. WDAK-TV (28) Box 1640, 1307 First 
Ave. 136,959 b&w Sce: sta. 60 c. Cls. A hr. 
oa5, aie a - Ag 50. E. F. MacLeod, st. 

oe Windso 

Columbus, WRBL-TV “aD 1350 13th Ave. P.O. 
Box 270. 131 eee. pees Nielsen. *c. Cls. A hr. 
$400, min. $80, ID $40. J. W. Wosdratt Jr, 

& g.m.; George “Red” Jenkins, nat. sls. m. 

Macon, WMAZ-TV. (13) ~=Bankers ee 
Bldg. 117,778 b&w Sce: sta. *e. Cls. A hr. 
$360, min. $72, ID $36. Wilton E. Cobb, g.m.; 
Frank Crowther, c.m. 

Rome, ip 8 (9) Horseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&w Sce: 
sta. Cls. A hr. $150, pe $25, ID $15. Ed 
McKay, < Chas. Doss 

Savannah, WSAV-TV (3) " Liberty Bank Bldg. 
150,501 b&w Sce: sta. 150 c. Cls. A hr. $275, 
min. $55, ID $27.50. en Daniel, p. 
g.m.; Mack Humpidge, 

Savannah, WTOC-TV tii). "Box 858, 516 Aber- 
corn St. 153,061 b&w Sce: sta. 50 c. Cls. 
4 = $250, —, _ ID $25. W. T. Knight 

&& Ben Williams, v.p. & sls. m. 

Thawasville, "WCTV (see Tallahassee, Fla.) 


Las 4 ae ‘ & g.m.; 


IDAHO 
Boise, KBOI-TV (2) 1007 W. Jefferson St. 71,- 
975 b&w Sce: sta. Cls. A hr. $250, min. $60, 
= y \~cameme Whillock, g.m.; Earl Glade, 


& 

Boise, KIDO-TV (7) Chamb of C ce 
Bldg. 85,000 b&w Sce: sta. Cls. A hr. $250, 
_ -. ID $20. Georgia M. Davidson, p. & 

George Ganz, sls. 

Idaho” Falls, KID-TV (3) P.O. Box 701. 55,842 
b&w Sce: sta. Cls. A hr. $200, min. $45, ID 
=. C. N. “Rosy” Layne, g.m.; Claude Cain, 
sls. m. 

Lewiston, awe (3) Satellite of KIMA-TV 
Yakima, 

= Pail, “KLIX-TV (11) > Blvd. 

625 ARB. Cls. A hr. $175, min. 
$43, 75, 1D. $17. 50 Cecil L. Heftel, g.m.; Joe 
Gibney, prom. & sls. m 


ILLINOIS 

Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen. c. Cls. AA hr. $800, min. 
— Pe $80. A. C. Meyer, p.; Guy Main, 

v.p. sls. 

Chicago, WEBM-TV (2) 630 N. McClurg Court. 
2,278,530 b&w Sce: Nielsen. *c. Cls. A_ hr. 
$4,100, min. $875, ID $437.50. H. Leslie Atlass, 
v.p. & g.m.: George Arkedis, sls. m. 

Chicago, WBKB (7) Opera Bldg. 20 N. Wacker 
Dr. 2,425,696 b&w Sce: Electric Assn. Cls. A 
hr. $2,200. Sterling C. Quinlan, v.p.; Mathew 
E. Vieracker, g.m. 

Chicago, gw sage A (9) 441 N. Michigan Ave. 
2,300,000 b&w Sce: Nielsen Cls. A hr. $1,800, 
min. $375, ID $187.50. Ward Quaal, v.p. & 
g.m.; Theodore Weber, sls. m. 

Cikcene. WNBQ (5) Merchandise Mart. 2,290,- 

0 b&w Sce: sta. 9,500 c. Cis. A hr. $2,420. 
Sales Herbuveaux, v.p. & g.m.; Russ Stebbins, 
sls. 

Danville, WDAN-TV (24) 1500 N. Washington 
Ave. 50,000 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. Max Shaffer, st. m.; John 
D. Eckert, sls. d. 

Decatur, WTVP (17) P.O. Box 108. 180,000 
b&w Sce: Nielsen. Cls. A hr. $350, min. oe, 
ID $35. Robert G. Wright, st. m.; Ben K. 
West, e¢.m. 

Harrisburg, WSIL-TV (22) The Television 
Bldg., 21 W. Poplar St. 34, r% b&w Sce: sta. 
Cls. A hr. $150, min. $30. 
m. 





Oo. L. Turner, st. 


Peoria, WEEK-TV (43) Commercial Nat’] Bank 
Blde., rm. 319. 244,420 b&w Sce: sta. 1,137 
ec. Cls. A hr. $425, min. $85. ID $42.50. Fred 
C. Mueller, g.m.; William J. Flynn, ¢.m. 

— WTVH (19) 234 N. Madison Ave. 224,- 

0 b&w Sce: sta. *c. Cls. AA hr. $500, min. 
$100. ID $50. Harold V. Phillips, g.m.; Wil- 
liam P. Pipher, sls. m. 

Quincy, KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) Hotel Quincy. 159,000 
b&w Sce: sta. *ce. Cls. A hr. $250, min. $50, 
ID $25. Joe Bonansinga, g.m.; J. Ben Stewart, 
¢.m. 

Rockford, WREX-TV (13) Auburn & Winnebago 
Rds. 278,004 b&w Sce: RETMA. 500 c. Cls. 
AA hr. $450, min. $90, ID $45. a oy Baisch, 
g.m.; A. J. Bilardello, loc. sls. m. 

Rockford, WTVO (39) anne a. Box 470. 
116,000 b&w Sce: sta. Cls. hr. '$300, min. 
$60, ID $30. Harold Fooclich, g.-m.; Edward 
Ruppe, sis. m. 

Rock Island, WHBF-TV (4) Telco Bldg., 231 
18 St. 324,819 b&w Sce: sta. *c. Cls. AA hr. 
$800, 20 sec. $200, ID $100. Leslie C. Johnson, 
v.p. & g.m.; Maurice Corken, asst. g.m. & 
sls. d. 

Springfield, WICS (20) 523 E. Capitol Ave. 
106,895 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50, ID $25. Milton D. Friedland, g.m.; 
Warren R. King, loc. e¢.m. 


INDIANA 

Anderson, WCBS-TV (61) Winter ’57 

Bloomington, wei (4) Essex yous, potese- 
polis. 523,825 b&w Sce: sta. Cls. A hr. $720, 
min. $144, ID $72. Robert Lemon, g.m.; Frank 
Willis, nat. sls. 

Elkhart WSiv-TY (2) Box 403. 215,814 b&w 
Sce: sta. Cls. hr. $300, min. $60, ID $30. 
gt. Cc. a Brines, g-m.; R. Morgan Lumpp, 
sls 

Geeta. WFIE-TV (62) 1115 Mt. Auburn Rd. 
141,364 b&w See: sta. 1,000 c. Cls. A Bom 
$350, min. $70, ID $35. E. Berry aaa 
& g.m.; bert J. Dean, g. sls. 

Evansville-Henderson, Ky., WEHT ™50) P.O. 
a 395. 150,000 b&w Sce: sta. 75 c. Cls. AA 

$400, min. $80, ID $40. Edwin G. Richter 
_ st. m.; Howard Duncan, sls. m. 

Evansville, WIvw (7) 405 Carpenter St. 182,- 
713 b&w Sce: sta. Cls. A hr. $350, min: $70, 
ID $35. Dick Shively, m.; Bill Spillman, sls. 


m. 

Fort Wayne, WIN-T (15) Lincoln Tower Bldg. 
189,625 b&w Sce: sta. *c. Cls. A hr. on. ID 
$435. Ben B. —— on v.p. & g.m.; Robert 
C. Currie Jr., p 

Fort Wayne, WKIG-TV (33) 220 E. Jefferson 
St. 164,364 b&w Sce: sta. 100 c. Cls. A hr. 
$400, min. $80. menene ©. Thoms, v.p. & g.m.; 
Carleton B. Evan 

Indianapolis, WFBM- Vv %6) 1330 N. Meridian. 
700,000 w Sce: sta. 3,000 c. Cls. AA hr. 
$1, 200, min. $225, ID $113. Wm. F. Kiley, 
g-m.; Don enke, c.m 

Indianapolis, WISH-TV (8) 1440 N. Meridian 
St. 698,000 b&w Sce: sta. 2,000 c. Cls. AA hr. 
$1,300, min. $300, ID $150. Robert B. McCon- 
nell, v.p. & g.m.; George W. Diefenderfer 
Jr., nat. sls. serv. d. 

Lafayette WFAM-TV (59) McCarty Lane. 116,- 
500 b&w Sce: sta. 200 c. Cls. A hr. $200, 
min. $40. O. E. Richardson, p., g.m. & sls. 
m.; Henry Rosenthal, asst. m. 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107,250 b&w Sce: sta. 20 ¢. Cls. A hr. $225, 
min. $50. W. F. Craig, v.p. 

South Bend, WNDU-TV (46) Box 989. 176,700 
b&w Sce: sta. 400 c. Cis. A hr. $400. Bernard 
Cc. ew v.p. & g.m.; William Thomas Hamil- 
ton, 

—_ Bend, ™WSBT-TV (34) Broadcast Center, 

0 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
30 e. Cls. A_ hr. $400. min. $80. Neal B. 
Welch, g.m.; Richard W. Holloway, nat. sls. 


m. 

Terre Haute, WTHI-TV (10) 918 Ohio St. 251,- 
970 b&w Sce: sta 35 c. Cls. A hr. $400, min. 
$80, ID $40. J. M. Higgins, g.m.; George A. 
Foulkes, nat. sls. m. 


IOWA 

Ames, WOI-TV (5) Service Bld., Iowa State 
College Campus. 300,000 b&w Sce: sta. Cls. 
A hr. $500, min. $100, ID $50. Robert C. 
Mulhall, g.m.; Don Peterson, sls. serv. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 325, 977 b&w Sce: Sta. Cls. A hr. 
cas, min. $85, ID $42.50. Edna A. Herbst, 

John F. Cundiff, sls. m. 

Oae Ravids, WMT-TV (2) Paramount Theatre 
Bldg. 344,380 b&w Sce: Nielsen. *e Cls. A 
hr. $500, min. $100, ID $50. William B. 
Quarton, v.p. & g.m.; Lewis Van Nostrand, 
g. sls. m. 

Davenport, WOC-TV (6) 805 Brady St. 317,902 

w Scer sta. *e Cls. A hr. $600, min. $150, 
ID $40. Ernest C. Se, res.-m.; Mark 
Wodlinger, res. sls. 

Des Moines, KRNT-TV 8) KRNT Center, 9th & 
Pleasant Sts. + *c Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 
M. Elliott, ¢.m. 

Des Moines, WHO-TV (13) 1100 Walnut St. 
322.000 b&w Sce: Nielsen. 160 c. Cls. A hr. 
= = Reg ID $70. Paul A. Loyet, 

& r Robert H. Harter. sls. m. 

Ft. Bede. KTV (21) 912 Ist Ave. S. 47,601 
b&w Sce: sta. Cls. A hr. $150, min. $30, 
ID $15. Edward Breen, m.:; Rollie Camp. 


sls. m. 

Mason City, KGLO-TV (3) 2nd & Pennsylvania. 
127,060 b&w Sce: sta. Cls. A hr. $350, min. 
$70, ID $35. Herbert R. Ohrt, exec. v.p. & 

g.m.; Lloyd D. Loers, sls. m. 
Otemwa, KTVO (see Kirksville, Mo.) 
Sioux City, KTIV-TV (‘) 10th & Grandview. 
231,670 b&w Sce: sta. 1,000 c. Cls. hr. 
$350, min. $75, ID $37.50. Dietrich Dirks, 
p. & g.m.; Eugene Flaherty, v.p. & sls. m. 

Sioux City, KVTV (9) 7th & Douglas Sts. 
179,521 b&w Sce: sta. 350 ec. Cls. A hr. 
$350, min. $75. Donald D. Sullivan, g.m.; 
Robert B. Donovan, c.m. 

Waterloo, KWWL-TV (7) Hotel Russell Lam- 
son. 324,866 Sce: sta. 500 ec. Cls. AA hr. 
$625, min. $125, ID $62.50. R. J. McElroy, 
g.m.; Don. E. Inman, sls. d. 


KANSAS 

Ensign, KTVC (6) May 15, 1957 

Goodland, KWGB-TV (10) May 1957 

Great Bend, KCKT (2) Box 182, 4 miks N. on 
Hwy. 281. 184,622 b&w Sce: sta. 300 c. 
Cls. A hr. $250, min. $50, ID $25. Victor E. 
Baum, ipa d.; E. L. Kuhlman, oper‘ns, m 
& sis. 

Pittsburg, KOAM- TV (7) Box 603. 161,8i1 b&w 
Sce: sta. Cls. A hr. $300, min. $60, ID $30. 
R. E. Wade, g.m. & sls. m. 








James C. Leake (c.), executive vice 
president of the John T. Griffin Radio 
and Television Enterprises, has been 
elected president, as Mr. Griffin (l.) 
moves up to chairman of the board. 
Mike Shapiro (r.), managing director 


Topeka, WIBW-TV (13) Box 119. 614,803 b&w 
Sce; sta. 729 c. Cls. AA hr. $550, min. $110, 
- 4 $55. Ben Ludy, g.m.; Hilton Hodges, 
sls. m. 

Wichita, KAKE-TV (10) 1500 N. West. 266,237 
b&w Sce: sta. Cls. A hr. $600, min. $135, I 
$68. Martin Umansky, v.p. & g.m.; Donivan 
D. Waldron, nat. sls. m. 

Wichita, KARD-TV (3) 833 N. Main. 265,430 
b&w Sce: sta. 1,600 c. Cls. A hr. $550, min. 
$125, ID $62.50. Wm. J. Moyer, v.p. & g.m.; 
Don Sbarra, sls. d. 

Wichita-Hutchinson, KTVH (12) 1800 N. Plum, 


Hutchinson. 251,135 b&w Sce: sta. 500 c. 
Cls. AA hr. $575, min. $135, - $67.50. 
Howard O. Peterson, g.m.; E. W. “Ernie” 


Dallier, g. sls. m. 


KENTUCKY 


Henderson, WEHT (see Evansville, Ind.) 

Lexington, WLEX-TV (18) 134 N. Limestone 
St. { Cls. A hr. $218.50, min. $35.65 ID $21.85. 
Earl L. ta exec. v.p. & g.m.; Jim Pen- 
nock, sls. 

Louisville, WAVE- TV (3) 334 E. Broadway. 
506,966 b&w Sce: sta. 100 c. Cls. A hr. 
$875, min. $180, ID $90. Nathan Lord, v.p. & 
g.m.; Ralph Jackson, c.m. 

Louisville, WHAS-TV (11) 525 W. Broadway. 
Cls. AA hr. $1,000, min. $200, ID $100. Vic- 
tor A. Sholis, v.p. & d.; Albert J. Gillen, tv 
sls. m. 


LOUISIANA 

Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. — L. Cobb, g.m.; 
Marvin Reuben, nat. sls. 

Baton Rouge, WAFB-TV (28) Box 1566. 104,- 
000 b&w Ste: sta. Cls. A hr. $250, min. $50, 
ID $25. Tom E. Gibbens, p. & g.m.; Ron Lit- 
teral, sls. m. 

Baton Rouge, WBRZ (2) 1650 Highland Rd. 
227,000 b&w Sce: Nielsen. 250 c. Cls. A hr. 
$250, min. $50, ID _ Douglas L. Manship, 
p.; Guy Corley, sls. 

Lafayette, KLFY-TV (10) 1301 Oak Ave. 132,811 
&w Sce: sta. 186 c. Cls. A hr. $250, min. 
$50, ID $25. Dierrell Hamm, g.m.; Quitman 
Henley, tv sls. m 

Lake Charles, KPLC- TV (7) Box 1521, 320 
Division St 104,000 b&w Sce: sta. Cls. A hr. 
250, min. $50, ID $25 Pelham Mills Jr., 
Art Reuben, sls. m. 

Lake Charles, KTAG-TV (25) 645 15th St., Box 
173 62,167 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12.50. Raymond Dorsey, g.m.; 
Harper Clarke, asst. m. & sls. m. 

Monroe, KNOE-TV (8) KNOE Rd., Box 1713. 
305,900 b&w Sce: sta. 120 c. Cls. A hr. $300, 
min. $60, ID $30. Paul H. Goldman, v.p. & 

m.; Jack Ansell Jr., tv sls. & prom. d. 

New Orleans, WDSU-TV (6) 520 Royal St. 418,- 
689 b&w Sve: sta. 1,000 c. Cls. AA hr. $900, 
min. $225, ID $112.50. Robert D. Swezey, exec. 
v.p. & g.m.; A. Louis Read, v.p. & c.m. 

New Orleans, WJMR-TV (20) 1500 Canal St. 
307,000 b&w Sce: sta. 1,800 c. Cls. A hr. $400, 
min. $80, ID $32. George A. Mayoral, v.p. & 

g-m: Paul Beville, s's. & c.m. 

Shreveport, KSLA-TV (12) P.O. Box 92, Wash- 
ington Youree Hotel. 205,000 Sce: sta. Cls. A 
hr. $400, AA min. $100, AA ID $50. Winston 
B. Linam, st. m.; Deane Flett, sls. m. 

Shreveport, KTBS-TV (3) 312 E. Kings Hwy. 
209,695 b&w Sce: sta. 200 ¢. Cls. A hr. $400, 


st. m. 





of KTvx Tulsa-Muskogee and KATV 
Pine Bluff-Little Rock, becomes execu- 
tive vice president. The Griffin proper- 
ties involved are KTVX, KATV and radio 


stations KTUL Tulsa and KFPW Ft. 
Smith. 
min. $100, ID $50. Patrick J. White, st.m.; 
Joe B. Foster, ¢.m. 


MAINE 

Bangor, WABI-TV (5) 55 State St. 107,000 b&w 
Sce: sta. 100 c. Cls. A hr. $300, ID $35. Leon 
P. Gorman Jr., v.p. & g.m.; Robert McCaus- 
land sls. m. 

Bangor, W-TWO (2) Box 732, 88,500 b&w Sce: 
sta. Cls. A hr. $300, min. $60. Murray Carpen- 
ter, o. & g.m.; Rudolph Marcoux v.p. & 


bus. m. 

Poland Spring, WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. A hr. Ley min. $80, 
ID $40. John H. Norton Jr., v.p. & g.m.; Car- 
ter Knight. renl. sls. m. 

Portland, WCHS-TV (6) 157 High St. 190,200 
b&w Sce: RETMA. 500 c. Cls. A hr. $400, 
min. $80, ID $40. William H. Rines, mng. d.; 
Jack S. Atwood, tv st. m. 

Portland, WGAN-TV (13) 390 Congress St. 
185,000 b&w Sce: sta. 100 c¢., Cls. A_ hr. 
$300, min. $60, ID $30. Creighton E. Gatchell, 
v.p. & g.m.; Richard E. Bates, sis. m. 
Presque Isle, WAGM-TV (8) Cls. A hr. aus. 
min. $30. ID $16. Harold D. Glidden, g.m. 
Forrest Craig, sls. m. 


MARYLAND 

Baltimore, WAAM (13) Television Hill. 715,101 
b&w Sve: sta. Cls. AA hr. $1,275, min. $250, 
eel Ken Carter, v.p. & g.m.; Pel Sch- 
mi 

Baltimore, WBAL-TV (11) 2610 N. Charles St. 
701,608 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 

Baltimore, WMAR-TV (2) Baltimore & Charles 
Sts. 727,307 b&w Sce: sta. 1,816 ¢. Cls. A hr. 
$1,150, min. $250, ID $125. E. K. Jett, v.p.; 
E. A. Lang, s!s. m. 

Salisbury, WBOC-TV (16) Radio-Tv Park, 56.- 
637 b&w Sce: sta. Cls. A hr. $200, min. $37.50, 
ID $20. Charles J. Truitt, v.p., g.m. & nat. sls. 
m.; H. Wendell Henry, loc. sls. m. 


MASSACHUSETTS 
—— WMGT (19) Satellite of WCDA Albany, 


Boston, WBZ-TV (4) WBZ Radio & Television 
Center, 1170 Soldiers Field Rd. 1,420,106 b&w 
See: sta. 64 c. Cls. A hr. sue min. $440, 
ID $220. F. A. Tooke, g.m.; C. H. Masse, 
sls. m. 

Boston, WNAC-TV (7) 21 Brookline Ave. 1,420,- 
106 b&w Sce: sta. *e. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
cm. Thomas H. Bateson, sls. serv. & nat. 
sls.d. 

Boston, WMUR-TV (see Manchester, N. H.) 

Springfield-Holyoke, WHYN-TV (55) 1300 
Liberty. 240,000 b&w Sce: ARB. 145 ec. Cls. A 
hr. $600, min. $140, ID $60. Charles N. De- 
Rose, g.m.; Patrick J. Montague, sls.m 

Springfield, WWLP (22) P.O. Box 2210. 250, 000 
b&w Sve: sta. 536 c. Cls. AA hr. $600, min 
$140, ID $60. William L. Putnam, g.m. & 
treas.; James H./Ferguson Jr. sls. m. 


MICHIGAN 

Ann Arbor, WPAG-TV (20) Hutzel Bide. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. Edward F. Baughn, v.p. & g.m.; Kenneth 
MacDonald, sls.m. 

Bay City, WNEM-TV (5) 814 Adams. 580,536 
b&w Sce: sta. 3,200 c. Cls. A hr. $680, min. 
$160, ID $80. James Gerity Jr., p. & g.m.; 


Travis, v.p. & a g.m. 

coditie2, Wwwiv (13) 214 N. “Mitchell St. 328,013 
b&w Sce: ARF. Cls. A hr. $350, min. $70, ID 
$35. Gene Ellerman, v.p., g.m. & sls.m 

Detroit, CKLW-TV (9) 3300 Guardian Bldg. 
1,596,000 b&w Sce: sta. Cls. A hr. $1,100, min. 
$220, ID $90. J. E. Compenn, p. & g.m.; 
Norman Hawkins, nat. sls. 

Detroit, WJBK-TV (2) 7441 a Blvd. 1,800,- 
000 b&w Sce:s ta.. *c. Cls. AA hr. $2,600, min. 
$850, ID $325. Bill Michaels, v.p. & mng. d.; 
Keith T. McKenney, loc. sls. m. 

Detroit, WWJ-TV (4) 622 W. Lafayette. 1,620,000 
b&w Sce: sta. 5,300 c. Cls. AA hr. $2,400, min. 
$600, ID $300. — K. Wheeler, g.m.; Don 
DeGroot, asst. g.m. 

Detroit, WX YZ-TV (7) 1700 Mutual Bldg. 1,568,- 
000 b&w Sce: sta. Cls. AA hr. $1,800, min 
$450 ID $180. James G. Riddell, p.&g.m.; 
Ralph Dawson, tv sls. d. 

Flint, WIJRT (12) May 1957 

Grand Rapids, WOOD-TV (8) 120 College Ave. 
SE. 574,280 b&w Sce: sta. 500 c. Cls. A hr 
$1,175, min. $200, ID $42.50. Willard Schroeder, 
g-m.; Arthur Swift, g.sls. m. 

Kalamazoo, WKZO-TV (3) 124 W. Michigan. 
667,300 b&w Sce: sta. *c. Cls. A hr. $1,150, 
min. $230, ID $115. Carl E. Lee, v.p. & mne. 
d.; Donald W. DeSmit Jr., sls. m. 

Lansing, WJIM-TV (6) 2820 E. Saginaw. 452,000 
b&w Sce: sta. 450 c. Cls. A hr. $900, min. $180, 
ID $90. Harold F. Gross, p. & g.m.; Gar 
Meadowcroft, g. sis. m. 

Lansing, WTOM-TV (54) 407% N. Washington 
Ave. 69,700 b&w Sce: sta. : G. Christian, 

g-m.; Leonard P. Frankel, sls.m. 

Marquette, WDMJ-TV (6) 249 W. Washington 
St. 60,000 b&w Svce: sta. One hr. $150, min. 
$30, ID $15. W. H. Treloar, g.m.; Robert 
Luke, st. & sls. m. 

Saginaw, WKNX-TV (57) 221 S. Washington 
Ave. 160,000 b&w Sce: sta. 600 ¢«. Cls. A hr 
$375, min. $75, ID $37.50. William J. Edwards, 
p. & g.m.; Robert M. Chandler, ¢.m 

Traverse City, WPBN-TV (7) Paul Bunyan Bide 
63,847 b&w Sce: sta. Cls. A hr. $120, min. $18, 
ID $12. Robert E. Detwiler, m. 


MINNESOTA 

Austin, KMMT-TV (6) 218 Seater Bide., 10 E 
Superior St. 116,500 b&w Sce: sta. Cls. A hr. 
$200, min. $30, ID $18. Gene Loffler, m.: Don 
Jones, sls.m. 

Duluth, KDAL-TV (3) 10 E. Superior St. 134,- 
500 b&w Sce: sta. Cls. A hr. $450, min. $101.25, 
ID $45. Dalton LeMasurier, p. & g.m.: Odin 
Ramsland, v.p. & ce.m. 

Duluth-Superior, Wis.. WDSM-TV (6) 230 E. 
Superior St., Duluth. 134,000 b&w Sce: 
RETMA. 300 c. Cls. AA hr. $400, min. $80, 
ID $40. C. D. Tully, g.m.: Tom Gavin, g. sls. 


m. 
Minneapolis, KMGM-TV (9) Foshay Tower. 643.- 
w Sve: sta. Cls. A hr. $1,400, min. $175, 
ID $87.50. Larry H. Israel, exec. v.p. & g.m. 

Minneapolis-St. Paul, KSTP-TV (5) 3415 Uni- 
versity Ave., St. Paul. 615,000 b&w Sce: sta. 
200 ec. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley E. Hubbard, p. & g.m.; Marvin Rosene, 
g.sls.m. 

Minneapolis, WCCO-TV (4) 50 S. 9 St. 691,900 
b&w Sce: sta. 400 ec. Cls. A hr. $1,600, min. 
$400, ID $160. F. Van Konynenburg, exec 

».; Robert N. Ekstrum, sls.m. 

Minneapolis, WTCN-TV (11) 2925 Dean Blvd. 
615,000 b&w Sce: SRDS. Cls. A hr. $850, min. 
— ID $70. Miller C. Rebertesa, vp. & 

David J. Cole, tv sls. 

Dasheen, KROC-TV (10) 100" Ist Ave. Bldg. 
144,000 b&w Sce: RETMA 100 ¢ Cls. A hr. 
$250, min. $50. ID $25. Willard Lampman, 
st.m.; Will Jackson, sls. m. 


MISSISSIPPI 
Columbus, WCBI-TV (4) c/o Radio Station 
WCBI, Gilmer Hotel. 55,000 b&w Sce: sta. 
Cls. A hr. $150, min. $22.50, ID $15. Chris 


Everson, st.m.; W. W. Whitfield, sls.m. 
Hattiesburg, WDAM-TV (9) P.O. Box 1649 
77.200 b&w Swe: sta. 46 c. Cls. A hr. $175, 
min. $35, ID $17.50. Marvin Reuben, v.p. & 
g.m.; Keith Glatzer, m. st. onertns. 
Jackson, WIJTV (12) Box 8187, Battlefield 
Station. 155,000 b&w Sce: sta. Cls. AA hr. 
$360, min. $80, ID $40. Owens F. Alexander, 
st. m. & nat. sls. m.; Bill Carlier, loc. «ls.m. 
Jackson. WLBT (%) 715 S. Jefferson. 175.000 
b&w Sce: sta. 300 c. Cls. A hr. $360, min. $80, 
ID $40. Fred L. Beard, m.; Frank Gentry, c.m. 
Meridian, WTOK-TV (11) Southern Ride. 86, 
951 b&w Sce: sta. *e. Cls. A hr. $250, min 
$50, ID $25. Robert F. Wright, p. & g.m.; 
W. B. Crooks Jr., v.p. & e¢.m. 
Tupelo. WTWV (9) Beech Swrings Rd. Cls. A 
hr. $150 min. $30, ID $18. Frank K. Spain, p. 


MISSOURI 
Cape Girardeau, KFVS-TV (12) 324 Broadway. 
167,654 b&w Sce: sta. 150 c. Cls. A hr. $400, 
min. $80, ID $40. Robert O. Hirsch, st. m.; 
Jack Ramey, sls.m 


Columbia, KOMU-TV (8) Highway 6% South. 
102,190 b&w Sce: sta. Cls. A hr. $200, min. 
$40, TD $20. Edward C. Lambert, g.m.; John 
0. Conwell, ¢.m. 

Hannibal, KHQA-TV (7) W.C.U. Bldg... Quincey, 
Til. 174,880 b&w Sce: Nielsen. 350 c. Cls. A hr. 
$350, min. $70, ID $35. Walter J. Rothschild, 


(Continued on page 68) 
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YH & nat. sis.m.; Merritt Milligan, asst. m. 
pgm. 

p> A City, KRCG-TV (13) Callaway Hills 
Farm, Hwy. 54 N. 109,760 b&w Sce: sta. Cls. 
A hr. $200, min. $40, iD $20. Robert Blosser, 
g.m.; Ron Maxwell, sls.m. 

Joplin, KODE (12) by W. 13th. 166,705 b&w 

See . $300, min. $67.50, 7: 


: sta. *e. Cls. 
$30. Harry D. noon’ v.p. & g.m.; D. 
125 E. 3lst St. 


Knight, sls. m. 

Kansas City, KCMO-TV (5) 
502,050 b&w Sce: Nielsen. 2,500 ¢. Cls. AA hr. 
$1,400, min. $300, ID $150. E. K. Hartenbower, 
g.m.; S. B. Tremble, ¢.m. 

Kansas City, KMBC-TV (9) KMBC Bldg., llth & 
Central. 494,323 b&w Sce: sta. 110 ¢. Cls. A 


% hr. $480, min. $160, ID $80. John T. 
Schilling, v.p. & g.m.; George J. Higgins. 
v.p. & sis.m 


Kansas City, WDAF-TV (4) 3030 Summit St. 
628,532 b&w Sce: Electric Assn. 1,457 c. Cls. 
A ~ $1, 060, min. $212, ID $106. William A. 

st.m.; E. Manne Russo, sls.m. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ia. 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, e.m. 

St. Joseph, KFEQ-TV (2) 40th & Faraon Sts. 
179,137 b&w Sce: Electric Assn. of Kansas 
City. Cls. A hr. $300, min. $60, ID $30. Glenn 
D. Griswold, g.m.; A. Wayne Beavers, ¢.m. 

St. Louis, KSD-TV (5) 1111 Olive St. 967,000 
b&w Sce: sta. *e. Cls. A hr. $1,200, min. 
$300, ID $150. George M. Burbach, st. m.; 
Guy E. Yeldell, sls.m. 

St. Louis, KTVI (36) sees Berthold Ave. 414,464 
b&w Sce: sta. Cis. hr. $400, min. $60. Paul 
on Peltason, p. Jack Schainblatt, g.m 

Louis, KWK- TV (4) 1215 Cole St.} Cls. A hr. 

i sag a $240. Robert T. Convey, p. & 
Carmichael, v.p. & sls.d 

Sedalia, KpRorv (6) 2100 W. Broadway. 58,- 

00 b&w Sce: sta. Hr. $200, min. $30. H. W. 
dy g.m.; Jimmy Glenn, sls.m. 

Springfield, KTTS-TV (10) Box 1716, SSS. 
111,146 a Sce: sta. 12 c. Cls. A hr. $250, 
min. $62.50. G. Pearson Ward, v.p. & g.m. 

Springfield. KYTV (3) Box 2266, 999 W. Sun- 
shine. 109,799 b&w Sce: sta. *e. Cls. A hr. 
$275, min. $62.50. R. L. Stufflebam, co-m. & 
e.m.; Carl Fox, co-m. 


MONTANA 


Billings, KOOK-TV (2) Box 2557. 29,000 b&w 
Sce: sta. Cls. A hr. _ min. $30, ID $15. 
“Bud” Clark, g.m.; John H. Conner, 


¢.m. 

Butte, KXLF-TV (4) 1001 S. Montana. 51,832 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. E. B. Craney, st.m.; Arne Anzjon, sls. m. 

Great Falls, KFBB-TV (5) Box 1139. 30,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. J. P. a p. & g.m.; W. C. Blanch- 
ette, st.m. & c 

Missoula, KMSO-TV (13) 340 W. Main., Box 
1470. 32,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, TD $15. A. J. Mosby, p. & m.: Bob 
Rolfson, sls.m. 


NEBRASKA 

Hastings, KHAS-TV (5) P.O. Box 476. 83,270 
b&w Sce: sta. *e. Cls. A hr. $200, min. $35. 
ID $17.50. Duane L. Watts, g.m.; Harry H. 
Packard, sls. & opertns. m. 

Hayes Center, KHPL-TV (6) Satellite of 
KHOL-TV Kearney. 

Kearney, KHOL-TV (13) 414 E. Ave., Holdrege. 
119,000 b&w Sce: ARB. 50 c. Cls. AA hr. $300, 
min. $60, ID $30. Jack Gilbert, st. m. & sls. m. 

Lincoln, KOLN-TV qe 40th & W. 206.948 
b&w Sce: Nielsen. A hr. $350, min. $70, 


ID $35. A. James Ete, v.p. & g.m.; Lester 
C. Rau, sls. m. 
Omaha, KMTV (3) 2615 Farnam St. 412.250 


b&w Sce: Nielsen. 1,800 c. Cls. AA hr. $900, 
min. $225. ID $115. Owen a exec. v.p. 
& g.m.; Arden E. Swisher, g. sls. 

Omaha, WOW-TV (6) Insurance Bide. 403,901 
b&w Sce: Neb.-lowa Electrical Council. *c. 
Cls. A hr. $735, mee. $160. ID $75. Frank P. 
Fogarty, v.p. & ¢ Fred Ebener, tv sls. m. 

Scottsbluff, KSTF *i10) Satellite of KFBC-TV 
Cheyenne, Wyo. 

NEVADA 


Las Vegas, KLRJ-TV (2) 4850 Henderson Hiway. 
30,500 b&w Sce: sta. 150 c. Cls. A hr. = 
min. $45, ID $22.50. William D. Stiles, g.m. 
Pat Burke. sls.m. 

Las Vegas, KLAS-TV (8) Wilbur Clark’s Desert 
Inn. 35,000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Marian Y. Komar, g.m. & nat. 
sls.m.:; Alex Gold. loc. sls.m. 

Las Vegas, KSHO-TV (13) Fremont Hotel. Jim 
Hawthorne, overtns.m.; Bob Gardner, sls.m. 
Reno, KOLO-TV (8) 770 E. Fifth. 55,000 b&w 
See: sta. Cls. A hr. $300, min. $60. ID $30. 

Harry Huey, g.m. Ed Cardinal, loc. sls.m. 


NEW HAMPSHIRE 
Manchester, WMUR-TV (9) 1819 Fim St. 1.127.- 
959 b&w Sce: sta. Cls. A hr. $600, min. $120, 
ID $60. Norman A. Gittleson, exec. v.p. & g.m.: 
Gordon Moore, nat. sls.m. 
= Washington, WMTW (see Poland Spring, 
e.) 
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Lynn E. Knox is the new local and re- 
gional sales manager of wiN-T Fort 
Wayne. Before coming to win-t Mr. 
Knox was with wHas-tv Louisville. 


NEW JERSEY 
Newark-New York, N.Y. WATV (13) 515 Madi- 
son Ave., N.Y. 4,730,000 b&w Sce: sta. Cls. A 
hr. $1,500, min. $300. Irving R. Rosenhaus, 
p. & g.m.; Edward Cossman, sls.d. 


NEW MEXICO 


Albuquerque, KGGM-TV (13) 1414 Coal Ave. W. 
93,340 b&w Sce: sta. *e Cls. A hr. $300. Ralph 
C. Rhodes, asst. m. 

Albuquerque. KOAT-TV (7) 122 Tulane Dr. SE. 
88,000 b&w Sce: sta. Cls. A hr. $300, min. 
$44, ID $19. Walter J. Stiles, exec. v.p. & g.m. 

Albuquerque, KOB-TV (4) 1430 Coal Ave. SW. 
103,600 b&w Sce: sta. 180 c. Cls. A hr. $300, 
min. $70, ID $35. ee Coy, p. & g.m.; 
Rolf S. Nielsen, sls. 

Carlsbad, KAVE-TV (6) Box 631. 30,000 b&w 
Sce: sta. Cls. A hr. $150, min. $30, ID $29. 
John H. Battison, g.m.; Ed Teer, m. 

Clovis, KICA-TV (12) 1000 Sycamore St., Box 
111. Cls. A hr. $150, min. $30, ID $15. Gar- 


field C. age p. & g.m.; James W. Rich- 
ardson, sls. 
Roswell, KSWS-TV (8) Box 670, 1723 W. 2nd 


St. 37,143 b&w Sce: sta. Cls. A hr. $250, min. 
$50. Se — Barnett, o. & g.m.; Paul B. Me- 
Evo) 

Santa Ke, ox TT (2) June 30, 1957. 


NEW YORK 


Albany, WCDA (41) Box 4100. 225,000 b&w Sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 
Lm S. Murphy, g.m.; William Lewis, 
sls. m. 

Albany, WTRI (35) 15 N. Pearl. St., Menands. 
250,000 b&w Sce: sta. Cls. A hr. $400, min. 
$75, ID $37.50. William A. Riple, g.m.; Dom 
Tovino, sls. m. 

Binghamton, WNBF-TV (12) 1 Henry St. 438,481 
b&w Sce. sta. c*. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 
drew G. Hubbell, g. sls. m. 

Buffalo, WBEN-TV (4) Hotel Statler. 579,102 

-S. b&w, 758,,446 Canada b&w Sce: sta. *c. 
Cls. A hr. $1, 050, min. $195, ID $95. George R. 
Torge, st. m. Nicholas J. Malter, sls. m. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 200,000 
b&w Sce: sta. Cls. AA hr. $650, min 110, ID 
$50. Charles C. Bevis Jr., g.m. 
Decker, sls. m. 

Buffalo, WGR-TV (2) 184 Barton St. 579,019 
U. b&w, 629,903 Canada b&w Sce: sta. 
Cis. A hr. $880, min. $155, ID $80. J. Josenh 
Bernard, v.p. & g.m.; G. Paschall Swift, 
sls. m. 

Carthage-Watertown, WCNY-TV (7) P.O. Box 
211. 83,826 b&w Sce: sta. Cls. A hr. $200. 
L mgeoes W. Higgins, tv d.; Alfred M. Tauroney, 


pws ig WTVE (24) 159 Madison Ave., Box 89. 
a b&w Sce: sta. Cls. A hr. $150, min. 
$30, ID $15. Thompson K. Cassel, p. & g.m. 
Howard Green, c.m 

Elmira, WSYE-TV (18) Satellite of WSYR-TV 
Syracuse. 

— WCDB (29) Satellite of WCDA Al- 


New "York, WABC-TV (7) 7 W. 66th St. 4,800,- 
000 b&w Sce: sta. Cls. AA hr. $4,150, min. 
$750, ID $450. - age L. Stone, v.p.&g.m.: 
Joseph Stamler, sls. 

New York, WABD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4,800,000 b&w Sce: sta. 
Cls. A hr. $2,200 min. $500, ID $12.50. Ben- 
net H. Korn, v.p. & st. m. 

New York, WATV (see Newark) 

New York, WCBS-TV (2) 485 Madison Ave. 


William B. 


4,730,000 b&w Sce: sta. 3,000 ¢. Cls. A hr. 
$7,500, min. $1,500, ID $750. Sam Cook 
Digges, g.m.; Frank Shakespeare, sls. m. 


= RS WOR-TV (9) 1440 Broadway. 4,730,- 
0 b&w Sce: sta. Cls. A hr. $2,000 min. $500, 


ID $200. Gordon Gray, A aagn v.p. & g.m.; Wil- 
liam P. Dix Jr., sls. 

New York, WPIX (i) 220 E. 42nd St. 4,700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred M. eevee, v.p. & g.m.; John 
A. Patterson, sls. 

New York, WRCA-TV. (4) RCA Bldg. 30 Rocke- 
feller Plaza. 4,765,000 b&w Sce: sta. 10,000 c. 
Cls. A hr. $4,500. William N. Davidson, g.m. ; 
Jay J. Heitin, sls. 4. 

Plattsburgh, WPTZ (5) 357 Cornelia St. 150,000 
U.S. b&w, 350,000 Canada b&w Sce: sta. 40 
ec. Cls. A hr. $300. min. $60, ID $30. George 
BarenBregge, g.m.; Albert La France, loc. 


sls. m. 
Rochester, WHEC-TV (10) 40 Franklin St. 285,- 
500 U.S. b&w, 31,500 Canada b&w Sce: sta. 


400 c. Cls. A hr. $700, min. $140. C. Glover 
DeLaney, v.p. & g.m.; LeMoine C. Wheeler, 
g. sls. m 


Rochester, WROC-TV (5) 201 Humboldt St. 
307,500 b&w Sce: Nielsen. 100 c. Cls A hr. 
$700, min. $175, ID $87.50. William Fay, g.m. ; 
Armin N. Bender, sls. m. 

Rochester, WVET-TV (10) 17 Clinton Ave. S. 
285,500 U.S. b&w, 31,500 Canada b&w Sce: 
sta. 400 c. Cls. A hr. $700, min. $140. Ervin 
F. Lyke, p. & g.m.; Arthur Murrellwright, 


g. sls. m. : 

Schenectady, WRGB (6) Washington Ave. 510,- 
000 b&w Sce: sta. 250 c. Cls. A hr. $1,100, 
min. $200, ID $100. Raymond W. Welpott, m. ; 
Robert F. Reid, sls. m. 

Syracuse, WHEN-TV (8) 101 Court St. 379,000 
b&w Sce: sta. *e. Cls. AA hr. $1, 000, min. 
$250, ID $90. Paul Adanti, v.p. & g.m.; Fred 
Menzies, ¢.m. 

ou, WSYR-TV (3) 224 Harrison St. 574,- 
600 b&w Sce: ARF. *c. Cls. A hr. $900, min. 
$175, ID $97.50. E. R. ee. p. & 

Fred I. Geiger, tv sls. m 

Utica, ' WKTV (13) Smith Hill Rd. 214,000 b&w 
Sce: sta. 190 c. Cls. A hr. $550, $100, ID 
$40. Michael C. Fusco, g.m. & sls. m. 


NORTH CAROLINA 


Asheville, WISE-TV (62) 92 Haywood Rd. 40,000 
paw See: sta. Cls. A hr. $150, min. $30. 
— H. Thoms, g.m.; Joseph J. Master, 


on ill . WLOS-TV (13) 288 Macon Ave. 354,- 
4 b&w Sce: sta. Cls. A hr. $400, min. $80, 
ID $40. Charles B. Britt, exec. v.p.; Henry 
Joe Britt, rgnl. sls. m. s 
Charlotte, WBTV (3) 1 Jefferson PI. aise 

w Sce: sta. 809 ce. Cls. A hr. $1,000, min. 
$200, ID $100. Charles H. Crutchfield, exec. 

v.p. & g.m.; Wallace J. Jorgenson, asst. m. 
lag WSOC-TV (9) May 1957. 

Durh a 7 

Suhen, WTVD (11) 1750 Newton Rd. 289,580 
b&w Sce: sta. Cls. A hr. $550, min. $110, ID 
$55. Harmon L. Duncan, p. & g.m.; Mike 
Thompson, sls. m. 

Fayetteville, WFLB-TV (18) 1332 ay 2 Blvd., 
Box 512. 20,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $20. William D. Bailey, m.; 

B. Belche, c.m. ond 

Png WFMY-TV (2) Phillips Ave. at 
White St. 461,000 b&w Sce: RETMA. 302 c. 
Cls. A_ hr. $650, _- $130. Gaines Kelley, 
.m.: Joe E. Lake, sls. m. 

Guanine. WNCT (9) Box 898. 164,990 b&w 
Sce: sta. 100 c. Cls. A hr. $350, min. $70, ID 
$35. A. Hartwell Campbell, g.m.; John G. 
lark Jr., c. 

Ralcish, WNAO-TV (28) 2128 Western Blvd. 
140,125 b&w Sce: sta. 75 c. Cls. A hr. $325, 
min. $65, ID $32.50. Earl W. Welde, g. sls. m. 

Raleigh, WRAL-TV (5) 1117 Hillsboro St. 
337,503 b&w Sce: ARF. 400 c. Cls. A hr. 
$600, min. $120, ID $60. Fred ae v.p. 
& g.m.: Fletcher Turner, nat. sis 

Weelinaton, WITN (7) P.O. Box 468. 149,006 
b&w Sce: sta. 250 c. Cls. A hr. $325, min. 
$65, ID $32.50. W. R. — Jr., p. & g-m.; 
T. H. Patterson, v.p. ¢ sls. 

Wilmington, WMFD-TV (6) 223-225 Princess St. 
Radio Bldg. 98, 600 b&w Sce: sta. Cls. A = 
$250, min. $50, ID os S. R. A. Dunlea Jr., 

d O’Shields, loc. sls 

Winsiea-telem, WSJS-TV (13) 419-21 N. Spruce 
St. 586,384 b&w Sce: sta. 565 c. Cls. A hr. 
$600, min. $120, gem meee | Essex, v-p. 

Harry B. S sis. 

Winelan tislemn, WTOB-TV (36) 300 S *. Stratford 
Rd. 136,332 b&w Sce: sta. Cls. A hr. “oe 
min. $40, ID $20. James W. Coan, P.; Bob 
Jones, sls. m. 


NORTH DAKOTA 
Bismarck, KBMB-TV (12) Satellite of KXJB-TV 
Ney Cit . 

ho f KFYR- TV (5) 200% Fourth St. 43,- 
740 b&w Sce: sta. Cls. A hr. $275, min. $60, 
ID $30. Wm. 2 ~~ p. & g.m.; A. L. 
Anderson, g. sls. 

Dickinson, KDIX- TV. “(2) 119 Second Ave. Ww. 
21,500 b&w Sce: sta. Cls. AA hr. $150, min., 


$30, ID $15. Orville F. Burda, g.m.; James 
O’Leary, sls. m. ; ei 
Fargo, WDAY-TV (6) 207 N. Fifth. 92,679 
b&w Sce: sta. 350 c. Cls. AA hr. $450, min. 


0, ID $45. Tom Barnes, g.m. 

Grand Forks, KNOX-TV (10) Box 1110. 40,000 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$15. Robert C. Lukkason, nat. sls. m. 

Minot, KCJB-TV (13) 15-A W. Central Ave. 








29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35. John W. Boler, p. & g.m.; Chester Rietan, 


¢.m. 

Valley City, KXJB-TV (4) 4000 W. Main St., 
Fargo. 157,000 b&w Sce: Nielsen. 380 ec. 
Cls. A hr. $500, min. $100, ID $50. John W. 
Boler, p. & g.m.; Wm. L. Hurley, v.p. chg. 


nat. sls. 
Williston, KUMV-TV (8) Satellite of KF'YR-TV 
Bismarck. 


OHIO 


Akron, WAKR-TV (49) Television Center, 853 
Copley. 174,066 b&w Sce: sta. Cls. A hr. $300. 
min. $60, ID $30. .. Bernard Berk, p.; Roger 
G. Berk, v.p. & g 

Cincinnati, WCPO-TV (9) 2345 Symmes St. 
850,800 b&w Sce: NARTB. Cls. A %hr. $360, 
min. $150, ID $50. M. C. eae v.p. & g.m.; 
G. C. Miller, asst. g.m. & sls. 

Cincinnati, WKRC-TV (12) Times Star Bldg., 
800 Broadway. 702,000 b&w Sce: sta. 1,000 
. Cls. A hr.. $800, min. $115, ID $57. David 

ay > v.p. & g.m.; Robert T. Schlin- 
ao 

Cincinnati, WLW- T (5) 140 = 9th St. 774,935 
b&w Sce: sta. 92 c. Cls. A hr. $900, min. $100, 
ID $40. R. E. Dunville, p. & g.m.; George 
Henderson, zg. tv sls. 

Cleveland, KYW-TV (3) 815 Superior Ave. NE. 
1,174,004 b&w. Sce: Nielsen *ce. Cls. A hr. 
. 100, min. $240, ID $120. Rolland be Tooke, 

& g.m.; Albert P. Krivin, sls. 

Cleveland. WEWS (5) Euclid at 30th. ‘1,210,000 
b&w Sce: sta. Cls. A hr. $1,060, min. $350, 
ID $150. James C. Hanrahan, g.m.; John H. 
Foley, loc. sls. m. 

Cleveland, WJW-TV (8) 1630 Euclid Ave. 1,- 
146,150 b&w Sce: sta. *e Cls. A hr. $2,000, 
min. $525, ID $263. ~— Wickham, mng. 4.; 
Frank Barron, loc. sls. 

Columbus, WBNS-TV (10) m33 N. High St. 539,- 
480 b&w Sce: sta. Cls. A hr. $780, min. $150, 
ID $60. Richard A. Robert D. 
Thomas, sls. m. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. *ce. Cls. A hr. $700, min. $70, ID $30. 
James Leonard, g.m.; Gregg Lincoln, sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 500,- 
400 b&w Sce: sta. Cls. A hr. $563, min. $140, 
ID $56. J. W. McGough, g.m.; R. C. Wiegand, 
asst. g.m. & nat. sls. m. 

Dayton, Wil0- TV (7) 1414 Wilmington Ave. 
511,310 b&w See: sta. Cls. A hr. $750. min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 
E. Wolaver, c.m. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 458.120 
b&w Nielsen. *c. Cls. AA hr. $800, min. $175, 
8 sec. $70. Eric Jensen, g.m.; Dale A. Smith, 


sls. m. 

Lima, WIMA-TV (35) 1424 Rice Ave. 76,487 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Robert W. Mack, v.p. & g.m.; J. L. 
Spring, tv sls. m. 

Steubenville, WSTV-TV (9) 428 Market St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
—_ — 50, ID $50. John J. Laux, exec. 


Joseph M. Troesch, asst. 2.m. 

Toledo, WSPD-TV C13) 136 Huron St. 406,000 
b&w Sce: ARF. *e Cis. A hr. $1,000, min. 
$170, ID $85. Allen L. — v.p. & mng. d.; 
Bill Ashworth, nat. sls. 

Youngstown, WFMJ-TV eit) 101 W. Boardman 
St. 180,304 b&w Sce: sta. 150 c. Cls. A hr. 
$400, min. $80, ID $40. William F. Maag Jr., 
p.; Mitchel] Stenley, st. m. & sls. m. 

Youngstown, WKBN-TV (27) 3930 Sunset Blvd. 
202,534 b&w Sce: sta. 300 c. Cls. A hr. $450, 
min. $90, ID $45. W. P. Williamson Jr., p. & 
g.m.; J. L. Bowden, st. d. 

Senate, WHIZ-TV (18) Lind Arcade Bldg., 
N. 5th St. 51,349 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Allen Land, mng. d.; 
Nate Milder, sls. d. 


Borel, tv. d.; 


OKLAHOMA 


Ada, KTEN (10) Box 10. 93,152 b&w Sce: sta. 
*ce. Cls. A hr. $225, min. $30, ID $15. Bill 
Hoover, p. & g.m.; Brown Morris, v.p. & st. m. 

Ardmore, KVSO-TV (12) 114 N. Washington. 
81,000 b&w Sce: sta. *c. Cls. A hr. $150., min. 
ag be Ay John Easley Riesen, g.m.; Gordon 

Enid, KGEO-TV (5) 206 E. Randolph, Box 1589. 
264,510 b&w Sce: sta. Cls. A hr. $500, min. 
$100, ID $50. George Streets, st. m. & sls. m. 

Lawton, KSWO-TV (7) Box 699. 70,000 b&w 
See: sta. Cls. A hr. $150, min. $30, ID $15. 
Ross B. Baker, st. m.; Al Shore, sls. m. 

Oklahoma City, KWTV (8) 7401 N. Lincoln 
Blvd. 402,213 b&w Sce: sta. 118 c. Cls. A 
hr. $600, min. $150. Edgar T. Bell, v.p. & 

g.m.; Fred L. Vance, sls.m. 

Oklahoma City, WKY- TV (4) 500 E. Britton Rd. 
Cls. A hr. $950, min. $240, ID $120. Hoyt 
Andres, v.p. & st. m.; Jim Terrell, nat. sls. m. 

Tulsa, KOTV (6) 302 S. hy ee 319,312 b&w 
Sce: sta. *c Cls. A hr. $825, min. $200, ID 
$100. J. C. Richdale Jr., v.p. & g.m.; George 
Stevens, c.m. 

Tulsa, KTVX (8) P.O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600, min. $120, ID $60. 
Mike Shapiro, mng. d.; Bill Swanson, c.m. 

Tulsa, TV (2) 311 S. Denver. 319,312 
b&w Sce: sta. 300 ce. Cls. A hr. $750, min. 
$175, ID $87.50. C. B. “Brownie” Akers, g.m. ; 
John Devine, c¢.m. 





Donald D. Sullivan, general manager 
of WNAX-KVTV Yankton and Sioux 
City, has been elected a vice president 
of the Cowles Broadcasting Co., it 
was announced recently by Luther 
Hill, president. Mr. Sullivan joined the 
Cowles company in 1948 as com- 
mercial manager of WNAX Yankton 


and has been with the two stations 


since that time. 


OREGON 


Eugene, KVAL-TV (13) P.O. Box 548. 70,047 
b&w Sce: sta. *c, Cls. A hr. $300, min. $60, ID 
$31. S. W. McCready, g.m.; Glenn Nickel, 


¢.m. 

Klamath Falls, KOTI-TV (2) P.O. Box 732. 14,- 
321 b&w Sce: ARB. Cls. A hr. $150, min. $30, 
ID $15. Walter R. Richartz, st. m. 

Medford, KBES-TV (5) Box 1189. 39,850 b&éw 
Sce: ARB. Cls. A hr. $250, min. $50, ID $25. 
Jerold R. Poulos, st. m. Edward Barnett, 


sis. Mm. 

Portland, KGW-TV (8) Broadcast House, 1139 
SW. 13th Ave. 325,077 baw Sce: sta. Cls. A 
hr. $600, min. $150, ID $75. Walter E. Wag- 
staff, st. m.; John H. Pindell, sls. m. 

Portland, KLOR (12) 915 N.E. Davis. 380,000 
b&w Sce: sta. Cls. A hr. $600, min. $120, ID 
$60. S. John Schile, g.m.; Jack Wassan, loc. 


sls. m. 

Portland, KOIN-TV (6) 140 S.W. Columbia St. 
458,000 b&w Sce: sta. 200 c. C. Howard —y 
v.p. & mng. d. John L. Palmer, nat. sls. 

Portland, KPTV (27) 735 S.W. 20th Pl. 294, 098 

w Sce: sta. 350 c¢. Cls. A hr. $700, min. 
$120. Frank J. Riordan, mng. d.; Donald 
Tykeson, nat. sls. m. 

Roseburg, KPIC (4) Box 548, Blanton Heights, 
Eugene, 77,235 b&w Sce: sta. Cls. A hr. $50, 
min. $30, ID $15. Gene Pierce, res. m. Opticnal 
satellite to KVAL-TV Eugene. 


PENNSYLVANIA 
Altoona, WFBG-TV (10) 1320 llth Ave. 448,- 
500 b&w Sce: sta. Cls. A hr. $650, min. 130, 


ID $65. Jack Snyder, mng. d.; Thomas F. 
Martin, sls. :n. 

Bethlehem, WLEV-TV (51) Savercool Ave., 
Fountain Hill, Box 111. 71,450 b&w Sce: sta. 
Cls. A hr. $200, min. $30. Elwood C. Ander- 
son, st. m.; George H. Ettele, c.m. 

Easton, WGLV (57) 2857 Nazureth Rr. 94,635 
b&w Sce: sta. Cls. A hr. $175, min. $30, ID 
$15. Charles Thon, g.m.; Nelson S. Rounsley, 
bus. m. & nat. adv. m. 

Erie, WICU (12) 35th & State St. 222,500 b&w 
Sce: sta. 300 c. Cls. A hr. $700, min. $140, 
ID $70. Ben McLaughlin, g.m.; Karl R. Nel- 


son, ¢.m. 

Erie, WSEE (35) 1220 Peach St. 70,000 b&w 
Sce: CBS. Cls. A hr. $300, min. $60, ID $30. 
bagel M. Sansbury g.m.; Donald Boyce, rgnl. 
sls. 

Harrisburg, WCMB-TV (27) 228 Court St. 7. 
Cls. A Bn $200, min. $30, 1D $15. Ed K. 
Smith, 

anche. "WHP- TV (55) 216 Locust St. 241,- 
449 b&w Sce: sta. Cls. A hr. $325, —_- $65, 
ID $32.50. A. K. Redmond, z.m. & ¢ 

Harrisburg, WTPA (71) 3235 Hoffman St. 242,- 
000 b&w Sce: sta. 650 c. Cis. A hr. hart min. 
$75, ID $35. ee D. Wear, g.m.; Allen P. 
Solada, sls. 


Johnstown, WARD-TV (56) Porch Bldg. 60,000" 


w Sce: sta. Cls. hr. $200, min. $37.50. 
Richard J. Butterfield, g.m. & sls.m. 
Johnstown, WJAC-TV (6) 529 Main St. 1,069,- 
035 b&w Sce: RETMA. 540 c. Cls. A hr. $900, 
min. $225, ID $112.50. Alvin D. Schrott, g.m. ; 
John Hepburn, sls.m. 
Lancaster, WGAL-TV (8) 24 S. Queen St. 


917,320 b&w Sce: sta. 1,500 c. Cls. A hr. 
$1,000, min. $200, ID $100. Clair R. Me- 
Collough, p. & g.m.; J. Robert Gulick, asst. 


g-m. chg. sls. 

Philadelphia, WCAU-TV (70) City & Monument 
Aves. 2,094,852 b&w Sce: sta. 12,300 ¢. Cls. 
A hr. $3,250, min $750, ID $375. Donald W. 
png ae = p. & g.m.; Robert M. McGredy, 
v.p. chg. sis. 

Philadelphia, “WFIL-TV (6) 46th & Market St. 
2,235,000 w Sce: sta. Cis. A hr. $2,200, 
min. $400, ID $200. George A. Koehler, st.m.; 
Kenneth W. Stowman, g-.sls.m. 

Philadelphia, WRCV-TV (3) NEC Bidg., 1619 
Walnut St. 2,900,000 b&w Sce: sta. 2,500 c. 
Cls. A hr. $2,000 Lloyd E. Yoder, v.p. & g.m.; 
Theodore Walworth Jr., sis.d. 

Pittsburgh, KDKA-TV (2) | Gateway Center. 
1,200,000 b&w Sce: SRDS. 1,500 c«. Cls. A 
hr. $1,700, min. $350, ID $175. Jerome R. 

Reeves, m.; John G. Stilli, sls. m. 

Pittsburgh, WENS (16) Carlton House. 445,000 
b&w Sce: ARB. Cls. A hr. $450, min. $90, ID 
$45. Larry H. Israel, v.p. & g.m.; Vera Olden- 
burg, sls. cerv.m 

Scranton, WARM-TV (10) WARM Radio & Tv 


Center. 333 Madison Ave. 250,000 b&w Sce 
sta. Cls. A hr. $225, min. $45, ID $22.50 
William Dawson, v.p. & g.m.; Sam Feigen- 
baum 


. ¢.m. 
Scranton, WDAU-TV (22) 1000 Wyoming Ave. 
310,000 b&w Sce: sta. 500 c. Cls. A hr. $400, 
min. $80, ID $40. Robert McDowell, st. m.; 
Anton “Tony” Moe, g. sis. m. 

Wilkes-Barre, WBRE-TV (28) 62 S. Franklin 
St. 320,000 b&w Sce: sta. 500 c. Cls. 
$525, min. $105, ID $52.50. David M. 
more, v.p. & g.m.; Ernest Lewis, sls. m. 

Wilkes-Barre, WILK-TV (34) 88 N. Franklin 
St. 325,000 b&w Sce: sta. Cls. A hr. $375, 
—. $75, ID $37.50. Roy E. Morgan, exec. 

Thomas P. Shelburne, mng. d. 
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York, WNOW-TV (49) Cls. A hr. $200, min. 
$37.50. Richard E. Burg, st. m. & e.m.; J. 
Edward Schwalm, sls. prom. m. 

York, WSBA-TV (43) S. Queen St., Extended. 
138,480 b&w Sce: Cls. A hr. $200, min. $37.50. 
Louis J. Appell Jr., p.; Robert M. Stough, 
sls. m. 


RHODE ISLAND 

Providence, WJAR-TV (10) 176 Weybossett St. 
1,404,002 b&w Sce: sta. 3,000 c. Cls. A hr. 
$1,050. J. S. ~—— a admin. asst. to v.p.; Ed 
Boghosian, sls. . 

Providence, WPRO-TV (12) WPRO Bide. 24 
Mason St. 1,404,202 b&w Sce: sta. Cls. A 
hr. $1,100, min. $225, ID $113. William §S 
Cherry Jr., p. 


SOUTH CAROLINA 
Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, z.m.: John McCallum, sls. m. 
Charleston, WCSC-TV (5) 485 East Bay. 146,378 
b&w Sce: RETMA. *c. Cls. A hr. $300, min. 
$75, ID $25. Roland Weeks, m. & nat. sls. 
m.; Ralph E. Thorniey, rgnl. sls. m. 


Charleston, WUSN-TV (2) Box 879. 212,000 
h&éw Sce: sta. Cls. A hr. $300, min. $75, ID 
$35. J. oa Hastie, p. & g.m.; Grange 
Cuthbert, « 

Coigue, Wis-TV. (10) 1111 Bull St. 220,873 


&w Sce: ce. Cls. A hr. $350, min. 
$70, ID $35. , =F A. 
Epps, sls. m. 

Columbia. WNOK-TV (67) Box 5°07. 
St. 110.000 b&w Sce: sta. Cls. 
mir. $40, ID $20. H. Moody 


v.p., g.m. & e.m. 

Florence. WBTW (8) New Cashua Ferry Rd., 
P.O. Box 630. penne b&w Sce: sta. *e. Cls. 
A hr. $300, min. $75, ID $37.50. J. William 
Quinn, mne, : John H. Brock. nat. sls. m. 

Greenville, WFBC-TV (4) Bide., 505 
Rutherford St., Box 1140. 330,402 b&w Sce: 
sta. 50 c. Cls. A hr. $450, min. $90. ID $45. 
Kenneth Beachboard, m.; R. Q. Glass Jr., 


¢.m. 

Spartanbure, WSPA-TV (7) 294 E. Main St. 
286,765 b&w Sce: sta. 85 ec. Cls. A hr. $450 
min. $90, ID $45. Walter J. Brown, p. & 
g.m.; Charles Bell, nat. sls. m. 


SOUTH DAKOTA 


Florence, KDLO-TV (3) Satellite of KELO-TV 
Sioux Falls. 

aX City, KOTA-TV (3) 1819 W. St. Joe St. 

9,293 b&w Sce: sta. Cls. A hr. film $150, 
a $25. ID $12. Helen S. Duhamel, p. 
g.m.; William F. Terner. bus. & e¢.m. 

Sioux Falls, KELO-TV (11) KELO Blde., 
Phillips at Sth. 185.934 b&w Sce: sta. Cls. 
A hr. $875. min. $75. ID $32.50. Joseph L. 
Floyd, p.; E. A. Nord, g.m. & sls. m. 

TENNESSEE 

Chattanooga. WDEF-TV (12) Volunteer Blide., 
Georgia Ave. 227,055 b&w Sce: RETMA. 
550 ¢. Cls. A hr. $450. Harold E. “Hap” 


Anderson, g.m.: Otis H. Segler. sis. m. 
Chattanooga, WRGP- TV (3) 1214 McCallie Ave. 


Batson, mng. d.; Law 


1811 Main 
A hr. $200, 
McElveen Jr.. 


Cls. A hr. ~<a min. $80, ID $40. Harry S. 
Stone, st. 

Jackson, WDXxi- TV (7) Williams Bldg. 103.500 
b&w Sce: sta. *c. Cls. A hr. $200, min. $40, 
TD $20. John E. North, v.p. & g.m.; Larry 


Crenshaw, sls. m. 
Johnson City, WJHL-TV (11) Box 1080, 145 W 
(Continued on page 70) 
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Main St. 185,316 b&w Sce: 
hr. $300, min. $60, ID $30. 
Jr., v.p., g-m. & sls. m. 

Knoxville, WATE-TV (6) 612 Gay St. SW. 
183,114 b&w Sce: sta. Cls. AA hr. $600, min. 
5 ee ID $60. W. H. Linebaugh, v.p. & g.m.; 

T. McCloud, sls. m. 

Kancxvilte WBIR-TV (10) 618 S. Gay St. 183,- 
114 b&w Sce: sta. *e. Cls. A hr. ey min. 
$120, ID $60. John P. Hart, p. & g.m.; R. S. 
Quinn, loc. sls. m. 

Knoxville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 168,465 b&w Sce: sta. 200 c. Cls. AA 
hr. $300, min. $60, ID $30. John A Engel- 
brecht, p. & g.m.; Charles Palmisano, sls. m. 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
Cls. A hr. $900, min. $200, ID $100. W. H. 
Grumbles, g.m.; Boone F. Nevin, sls. m. 

Memphis, WMCT (5) 3rd St. & Madison Ave., 
497,921 b&w Sce: sta. 586 c. Cls. AA hr. $900, 
min. $200, ID $100. H. W. Slavick, g. m.; Earl 
Moreland, st. m. 

Memphis, WREC-TV (3) ag Peabody Bldg. 
Cls. A hr. $750, min. $150, Hoyt B. Wooten, 

g.m.; Charles Brakefield, ¢.m. 

Nashville, WLAC-TV (5) 159 4th Ave. N. 335,000 
b&w Sce: Nielsen. 600 c. Cls. A hr. $750, 
min. $150, ID $71. T. B. Baker Jr., exec. 

; Robert M. Reuschle, g. sls. m. 

Nashville, WSIX-TV (8) 1402 Nashville Trust 
Bldg. 380,000 b&w Sce: sta. Cls. A hr. $575, 
min. $100, ID $55. R. D. Stanford Jr., v.p. 
& g.m.; A. M. Kerr, v.p. & c.d. 

Meshviie, WSM-TV (4) 301 7th Ave. N. 288,204 

See: sta. 165 ce. Cls. A hr. $600, min. 
$120. John H. DeWitt, p.; Irving Waugh, 
e.m. & asst. to p. 


TEXAS 


Aine Dectieetes, KPAR-TV (12) 7400 Col- 
lege Ave.. Box 1475, Lubbock Television City. 
63.341 b&w Sce: sta. Cls. A hr. $200, min. 
$30, ™D $15. Dan Guthrie, st. m.; E. A. 
“Buzz” Hassett. nat. sls. m. 

Abilene, KRBC-TV (9) 4510 S. 14th. 64.058 
b&w. Sce: sta. Cls. A hr. $225, min. $40, 

> $20. Geo. C. Breeding Jr., st. m.; Bill Fox, 


Amarille, KFDA-TV (10) Cherry & Broadway. 
97.610 h&w Sce: sta. Cls. A hr. $340, min. 
$85, TD $49.50. Fa Moore. ¢.m. & om. 

Amarillo, KGNC-TV (4) 2000 N. Polk St. 97,982 
b&w Sce: sta. 3%2 ¢. Cls. A_hr. $340, AA 
min. $85, AA ID eee. 50. Bob Watson, st. m. 
Bill Clarke. sl« 

Austin, KTBC-TV (7) P.O. Box 717. 167.956 
h&w Sce: sta. 35 c. Cls. A hr. $400, min. $80. 
ID $40. J. C. Kellam, g.m.; P. “Bob” 
Bobbitt, ¢. sls. m. 

Beaumont, KFDM-TV (6) 1420 Calder Ave. 1°7.- 
900 b&w See: Nielsen. 26 ec. Cls. A hr. $300, 
min. $60. ID ‘$36. Mott M. Johnson, opertns. 
m. & e.m.: David Russell. loc. sls. m. 

Bie Spring, KEDY-TV (4) 2500 Kentucky Wav, 
P'O. Rox 1882. 48.453 b&w Sce: RETMA. 
Cls. A hr. $150, min. $30. TD $15. J. M. Wal- 
lace, st. m.: E. A. “‘Ruzz"” Hassett, nat. sls. m. 

Corvus Christi. KRIS-TV (6) P.O. Box 840. 
99.152 h&w See: ARR. 250 «. Cls. A hr. — 
. $75. ID $37.50. T. Frank Smith, p. 

M. Fikner. vn. che. sls. 

PAF. Christi, KSIX-TV (18) Vann M. Ken- 
nedy, o. & ¢.m.: Witliam Patton. ¢.m. 

Corvus Christi. KVDO-TV (22) 409 S. Staples 
St., Rox. 2223. 59.000 ot See: sta. Cls. A 
hr. $209. min. $40. L. W. “Bud” Smith, g.m.: 
Rert Metealf. ¢.m. 

Dallas, KRLY-TV o Herald Sq. 602.525 b&w 
See: sta. C's A hr. $950, min. $250, 10 sec 
$125. Raw Flynn. m.: Gene Cuny, ¢.m. 

Daas. WFAA-TV (ia) 3000 Harry Hines Blvd. 
590000 h&w See: sta. 1.000 «. Cls. A hr. 
$1.000. min. $250, ID $125. Alex Keese, d.; 
Diek Drummy, e¢.m. 

5 Pom. KILT-TV (13) 4520 Delta St 

&w See: sta. (ls. A hr. 
hs $°0. Fawerd Winton. st. m. 

El Paso. KROD-TV (4) Rox 1799, Television 
Center. Wvomine at Walnut St. 103.257 b&w 
See: sta. 49 e. Cls. A hr. $450, min. $90. TD 
$45. wal Lawrence, v.p. & g.m.; Dick Watts, 
ge.sss. ™ 

El Paso. KT“M-TV (9) 201 N. Orevon St .86.- 
82832 h*w See: eta. 150 e. Cle. A hr. $225, 
min. $65. TD $32.50. Karl O. Wyler, p.: Roy 

. Chanman. vn. & em. 

Ft. Worth. KFIZ-TV (11) 4801 W. Freeway. 
540.932 h&w See: sta. Cle. A hr. $600. min. 
$225. TD $80. Gene L. Cagle, p. & g.m.; Dale 
Drake. nat. sis. m. 

*. Worth, WRAP-TV (5) 2900 Barnett. 600,000 

&w See: sta. 1,000 «. Cls. AA hr. $1,000, min. 
Seon, ID $100. George Cranston, m.; Roy 
Racus, ¢.m. 

Galveston-Houston, KEML-TV (11) 11 

ian. Galveston. F?% 090 b&w See: sta. 1.000 
Cls. AA hr. $1.000. min. $200. ID $120. 
Paul E. Taft, p. & g.m.; Robert S. Wilson, 
g. sis. m. 

Harlingen, KGBT-TV (4) U.S. Hwy. 83, be- 
tween Harlingen & San Benito. 84,875 b&w 
Sce: sta. Cls. A hr. $250. min. $50, ID $30. 
Troy McDaniel. ¢.m.: Incham S. Roberts, c.m. 

Houston, KGUL-TV (see Galveston) 


sta. Cls. A film 
W. H. Lancaster 


87.101 
$250, min. $50, 


Video 


March 25,1957. Television Age 





Jim Burgess has just been appointed 
sales manager of wLw-A Atlanta. Pre- 
vious to the appointment he was 
national sales representative for the 
Crosley Broadcasting Corp. 


Houston, KPRC-TV (2) 3014 S. Post Oak Rd. 
500,000 b&w Sce: sta. 1,500 c. Cls. A hr. 
— min. $170. ID $102. Jack eae, vp. & 

Jack McGrew, asst. m. 

Basten, ba TV (13) 4513 Gallen Biv. 492,- 
500 ce: sta. *e. Cls. A hr. $850, min. 
$170, ID $85. Willard E. Walbridge, v.p. & 
g.m.; Bill Bennett, c¢.m. 

rm KHAD-TV (8) 820 Convent Ave. 15,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. Cleo E. Long, st. m.; John Snyder, c.m. 

Laredo, KLTV (see Tyler) 

Lubbock, KCBD-TV (11) P.O. Box 1507, 5600 
Ave. A. 138,549 b&w Sce: sta. 400 c. Cls. A 
_ 350, -_, $60, ID $30. as L. Snyder, 

ec.-treas.: George L. Tart v.p. 

Lubbock. KDUB.TV (13) 7400 College Ave., 

— 1475, Lubbock Television City. 141,991 
&w Sce: sta. 500 c. Cls. A hr. $350, min. 
$60. > $30. W. D. “Dub” Rogers, p.; E. A. 
uzz” Hassett, nat. sls. m. 
tata KTRE-TV (9) P.O. Box 701. 60,106 
b&w Sce: sta. Cls. A hr. $225, min. $45, 


ID $22. Richman Lewin, v.p. & g.m.; Murphy 
Martin, sls. m. 
Midland, KMID-TV (2) Box 2758. 74,000 b&w 


See: sta. 20 ¢. Cls. hy hr. $250, min. $50, ID 
$30. Ray Herndon. g.m.; George Collie, ¢.m. 
Odessa, KOSA-TV (7) 1211 N. Whitaker. 90,164 
b&w Sce: sta. Cls. A hr. $250, min. $50, ID 
$30. John Vacca, st. m.; Ed Costello, sls. m. 

San Angelo, KTXL-TV (8) Box 1271, as E. 
28th St. 44.622 b&w Sce: sta. Cls. A hr. $200, 
— $30, ID $16.50. J. H. Hubbard, g.m. & 
sls. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
70,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $22.50. Nathan Safir, v.p. & g.m.; 
Ben Tamborello, sls. m. 

San Antonio, KENS-TV (5) P.O. Box 2171—Ave. 
E. & 4th St. 352,754 b&w Sce: sta. 476 c. 
Cls. A hr. $700, min. “es. te $90. Albert D. 
Johnson, ¢.m. ayne Kearl, c.m. 

1408 - Saint 


San Antonio, KONO-TV (12) 
Mary’s St. 351,414 b&w Sce: sta. 462 c. Cls. 
AA hr. ogee, min. $140, ID $84. James M. 
Brown, v.p. g.m.; Bob Roth, c¢.m. 

San Antonio, WOAL: FV (4) 1031 yee St. 
350,921 b&w Sce: sta. 456 c. Cls. A hr. $700, 
min. _$175, ID $105. James M. Gaines, v.p. & 
g.m.; Edward V. Cheviot, ¢.m. 

gecstodian, KPAR-TV (see Abilene-Sweetwater) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St., 
Temple. 163.441 b&w Sce: RETMA. 100 c. 
Cls. A hr. $300, min. $60, ID $30. Gene Lewis, 
st. m.; Burton Rishon, ¢.m. 

Texarkana, KCMC-TV (6) Summerhil! Rd. 110.- 
000 b&w Sce: sta. 150 c. Cls. A hr. $260, 
min. $60, ID $30. Walter M. Windsor, ¢.m ; 
Richard M. Peters, ¢.m. 

Tyler, KLTV (7) Box 957, Kilgore Hwy. 108,000 
b&w Sce: sta. Cls. A hr. $250, min. $50, ID 
$30. Marshall H. Pengra, g.m. 


¢.m. 

Waco, KCEN-TV (see Temnle) 

Waco, KWTX-TV (10) 4520 Rosque Blvd. 140,000 
b&w Sce: RETMA. 50 c. Cls. A hr. $259, min. 
$50, ID $25. M. N. — vp. & g.m.; 
Charles H. Roland, nat. sls. 

Weslaco, KRGV-TV (5) 311 Winccert St., 74,685 
US. b&w, 8,000 —_ b&w Sce: sta. Cls. 
A hr. $250, min. $50. L. Taylor, p. & g.m. 
Kenneth E. Markel. Lm, & reni. c.m 

Wichita Falls, KFDX-TV (3) P.O. Box 2040, 


John Lenox, 


Seymour Rd. 118,780 b&w See: Nielsen. 200 c. 


Cls. A hr. oy _— $60, ID $36. Howard H. 
Fry, exec. v.p. ; Bob Walker, g. sls. m. 
Wichita Falls, KSYD- TV (6) Seymour Rd., Box 
* 2130, 137,580 b&w Sce: sta 120 c. Cls. A hr. 


$300, min. $60, ID $36. Sid Grayson, p. & g.m.; 


Bob Cain, ¢.m. 


UTAH 
Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
212,000 b&w Sce. sta. 300 c. Cls. A hr. $500, 


min. $100, ID $50. D. Lennox Murdoch, v.p. 


& m.: Edward B. “Ted” Kimball. sls. m. 

Salt Lake City. KTVT (4) 130 Social Hall Ave. 
212,000 b&w Sce: sta. 275 c. Cls. A hr. $600, 
min. $125, ID $50. G. ao Larson, p. & g.m., 
Harold Woolley, tv sls. 

Salt Lake City, KUTV 2) "179 Social Hall Ave. 
212,000 b&w Sce: sta Cls. A hr. $600, min. 
$115, ID $50. Brent Kirk, st. m.; Robert Smith, 
nat. sis. m. 


VERMONT 
Burlington, WCAX-TV (3) 135 Main St. 150,000 


b&w Sce: sta. Cls. A hr. $450, min. $90, ID 
45. Stuart T. Martin, g. m.; John A. Dobson, 
sls. m. 


VIRGINIA 

Bristol, WCYB-TV (5) Box 1009. 368,870 b&w 
Sce: sta. 200 c. Cls. A hr. $300, min. $60, ID 
$30. Robert H. Smith, p. & g.m.; J. Fey 
Rogers, v.p. & sls.m. 

Hampton, WVEC-TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) Rawley Pike. 
135,552 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Hamilton —% p. & g.m.; R.H. 
“Dick” Johnson, g. sls. 

Lynchburg, WLVA-TV (13) "ben 238, 925 Church 
St. 308,675 b&w Sce: sta. Cls. A hr. $300, 
min. $60. ID $30. Philip P. Allen, v.p., g.m. 


& sis. m. 

Norfolk, WTAR-TV (3) 720 Boush St. 422,196 
b&w Sce: sta 300 c. Cls. A hr. $850, min. 
$170. ——— Arnoux, p. & g.m.; Robert M. 
Lambe, g. m. 

Norfolk- iiecaton, WVEC-TV (15) 812 W. 2ist 


St., Norfolk. 188,000 b&w Sce. Sta. 310 c. Cls. 
A hr. $350, min. +e ID $35. Thomas P. 
Chisman, p. & g-m.; Harrol A. Brauer Jr., 


v.p. & sls. d. 

Petersburg, WXEX-TV (8) 124 W. Tabb St. 
425,000 b&w Sce: sta 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. & 
nat. sis. m.; George R. Oliviere, loc. sls. m. 

Portsmouth, WTOV-TV (27) 1305 Granby St. 
Hr. $124.65, min. belay A. V. Bamford, g.m.; 
Winston Bright, 

Portsmouth WAV y- TV * (10) May 1957 

Richmond, WRVA-TV (12) P.O. Box 2370. *e. 
Cls. AA hr. $700, min. $140, ID $70. Barron 
Howard, v.p. & g.m.; James D. Clark Jr., 
sls. m. 

Richmond, WTVR (6) 3301 W. Broad St. P.O. 
Box 5229. 408,240 b&w See: ARB. 1,275 c. Cls. 
A hr. $875, min. $140, ID $70. Wilbur M. 
rene. sm. & c.m.; Walter A. Bowry ZJr., 
asst. 

eta eg "WDBJ- TV (7) Times Bldg. — 201 W. 
Campbell Ave. (Box 150). 295,350 b&w Sce; 
sta. 200 c. Cls. A hr. $600, min. $140, ID $60. 
Ray P. Jordan, v.p. & mng. d.; Blake Brown, 
tv sls. m. 

Roanoke, WSLS-TV (10) Church & Third St. 
SW. 295,000 b&w Sce: sta. 400 ec. Cls. A hr. 
$500, min. $100, ID $50. James H. Moore, 
exec. v.p.; Horace S- Fitzpatrick, asst. m. 


WASHINGTON 


Bellingham, KVOS-TV (12) KVOS Bldg. 305,845 





KETV Stone 


KETV Omaha is a station with 
a planned future. Not yet on the 
air, KETV, at cornerstone cere- 
monies attended by industry and 
government leaders, inserted into 
the stone a television set and 
written prophecies that are not to 
see the light of day for 50 years, 
or the year 2007. The corner- 
stone was laid by Constance H. 
Cowdery, daughter of Ben H. 
Cowdery, president of the Herald 
Corp., which owns the station. 

According to reports by Eu- 
gene S. Thomas, general manager 
of KETv, the nine-inch GE set. 
enclosed in a special plastic case, 
was placed’ in the cornerstone by 





Sigurd S. Larmon, president of 
Young & Rubicam and a grad- 


uate of Omaha High School. 

















George Greaves has been appointed 
station manager of KBET-TV Sacra- 
mento by John H. Schacht, vice presi- 
dent and general manager of the sta- 
tion. Mr. Greaves will be in full charge 
of all operations of the station with the 
exception of sales. 


b&w Sce: sta. Cls. A hr. $435, min. $108, ID 
$43. — Dave Mintz, st. m.; Fred Elsethagen, 


sls. 

Mabon. KBAS-TV (43) Satellite of KIMA-TV 
Yakima 

Pasco KEPR-TV (19) Box 766, 32,000 b&w Sce: 
sta. *e. Cls. A hr. $250, min. $50, ID $30. 
Monte L. Strohl, g.m.; Walt Coleman, loc. sls. 
m. Satellite of KIMA-TV Yakima. 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
Seattle. 550,200 b&w Sce: sta. 910 c. Cls. A 
hr. $800, min. —. Ste P. Brandt, v.p. & 
g.m.; A. P. Hunte 

Seattle-Tacoma, KOMO-TV (4) 100 4th Ave. N., 
Seattle. 550,200 b&w Sce: — 910 c. Cls. A 
hr. $875, min. $210, ID $105. w. Warren, 
exec. v.p. & g.m.; Bill Hubbach, g. sls. m. 

Seattle-Tacoma KTNT-TV (See Tacoma-Seattle) 

Seattle-Tacoma, KTVW (12) 230 8th Ave. N., 
Seattle. 525,000 b&w Sce: sta. Cls. A hr. 
$600, min. $125. oe Veneman, g.m.; 
George Glavin, g. sls. 

Spokane, KHQ-TV (6) 700 Radio Central Bldg. 
208,580 b&w Sce: sta. 125 c. Cls. A hr. $550, 
min. $137. 50, ID $68.75. Richard O. Dunning, 
P. g-m. Birney Blair. c.m. 

Spokane, KREM.- TV (2) 4103 S. Regal. 187,000 
b&w Sce: sta. 200 c. Cls. A hr. $450, min. $90, 
ID $45. Robert H. Temple, m. 

Spokane, KXLY-TV (4) Television Center, 315 

- Sprague. 204,783 b&w Sce: sta. 200 c. 
Cls. A hr. $525, min. $105, ID $52.50. Richard 
E. Jones, v.p. & #.m.; James Agostino, sls. m. 

Tacoma-Seattle, KTNT-TV (11) 11th & Grant. 
554,300 b&w Sce: sta. 968 ce. Cls. AA hr. $900, 
—. a ID $102.50. Larry Carino, m. & 


Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima. 82,000 b&w 
See: sta. Cls. A hr. $450, min. $90. Thomas 
C. Bostic, v.p. & g.m.; H. R. Cary, sls. m. 


WEST VIRGINIA 


Bluefield, WHIS-TV (6) Municipal Bldg., Box 
10. 173,684 b&w Sce: sta. *ce. Cls. A hr. $200. 
John C. Shott. st. m. 

Charleston, WCHS-TV (8) 1111 Virginia St. E. 
540,340 h&w Sce: sta. 900 e. Cle. A hr. $650, 
min. $175, ID $87.50. John T. Gelder Jr., st. 
m.: John L. Sinelair Jr., sls. m 

Charleston, WH ort ao Huntington) 

Charleston, WS. (see Huntington) 

Clarksburg, WBLETY (12) Spring 1957 

Fairmont, WJPB-TV (35) Broadcast House, 400 
Quincy St. 34,500 b&w Sce: sta. 1,200 c. Cls. 
A hr. $200. min. $40, ID $20. J. Patrick 
Beacom, p. g-m.; H. W. Critchlow, v.p. & 


¢.m. 

Huntington, WCHS-TV (see Charleston) 

Huntington. WHTN-TV (12) Radio & Television 
Arena, 625 4th Ave. 203.000 b&w Sce: sta. 
20 c. Cls. A hr. — a $100. Robert R. 
Tincher, v.v. & g.m ree A. Miller, sls. m. 

Huntington, WSAZ-TV oy ont Ninth St. 357,620 
b&w Sce: Nielsen. 500 c. Cls. A hr. $700. min. 
=e. ID oye. Lawrence H. Rogers, p.; Robert 

White, sls. m. 

Ouk Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357, = b&w Sce: sta. Cls. A hr. $200, 
min. $40, D $20. a 4 Thomas Jr., o. & 
g.m.; Vic toe sls. 

Parkersburg, WTAP (i5) i21 ‘Ww. 7th St. 58, = 
b&w Sce: sta. Cls. A 9 a og $25, 
$12.50. Milton Komito. & sis. 

Wheeline, WTRF-TV ae “Orden Blac. “424, 510 
b&w Sce: Nielsen. 330 c. Cls. A hr. $500, min. 
$100, ID $50. Robert W. Ferguson, exec. v.p. 
& g.m.: H. Needham Smith, sls. m. 


WISCONSIN 


Eau Claire, WEAU-TV (13) 2415 S. Hastings 


Way. 135,000 b&w Sce: Nielsen. 100 c. Cls. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m.; 


m. 

115 S._ Jefferson. 
A hr. $400, min. 
$80, _ $40. Haydn R. Evans, g-m.; Robert 
c nm, sis. 

G WFRV- TV (5) Mason & Roosevelt 
Sts. 250,000 b&w Sce: sta. Cls. A hr. $400, 

i D $40. Soren H. Munkhof, exec. 
; Ward O Gage, nat. sls. m. 

Green Bay, WMBV-TV (see Marinette) 

La Crosse, WKBT (8) eas S. Sixth St. 130,000 
b&w Sce: sta. Cls. AA h r. 1 =: min. $72, ID 
apt Howard Dahl, g.m.; Robert Morrison, 
8 

sietiven. WISC-TV (3) Commercial State Bank 
Bid¢. 309,275 b&w Sce: sta. *e. Cls. A hr. 
— —_. $85, ID $42.50. Ralph O'Connor, 

&e Richard Nickeson, sls. m. 
ssedioen, "WKOW-TV (27) 215 W. Weshtngten 
Ave. 130,500 b&w Sce: sta. *c. Cls. A hr. $25 
min. $50, ID $25. > an F. Hovel, g.m. ncbert 

mer, loc. sls. 

Madison, WMTV (33) Box 168. 132,000 b&w 
Sce: sta. 250 c. Cls. A hr. $168, min. $33.60, 
ID $16.80. Gerald A. Bartell, p.; Peter P. 
Theg, st. & sls. m. 

Marinette-Green Bay, WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211, a 

w Sce: sta. Cls. A hr. me _min. $60, 


$30. Joseph D. Mackin, g.m.; William 
Walker, tv m. 
Milwaukee, WISN-TV (12) 722 Empire Bldg. 


86,000 b&w Sce: Nielsen. Cls. A hr. $1,000, 

min. $200. ID $100. John B. ——~ d. & st. m.; 
Richard E. Shireman, loc. sls. 

Milwaukee, WITI-TV (6) P.O. inne 641. 630,000 
b&w Sce: sta. 3,500 c. Cls. A hr. _ min. 
$100, D $50. J. - Meyerson, g-m. G. 
“Sandy” Sandison, sls. 

Milwaukee, WIMs-iV" ¢ (4) Radio City. 720 E. 
Capitol Dr. 781,222 b&w Sce: sta. 220 ¢. Cls. 
A hr. $1,150, ID $100. Walter J. Damm, g.m. ; 
Neale V. Bakke, sls. m. 

Milwaukee, WXIX (19) 5445 N. 27th St. 325,500 
b&w Sce: CBS Spot Sales. *c Cls. A hr. $800, 

ID $62.50. Edmund C. Bunker, 

d eodore F. Shaker, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior, WDSM-TV (see Duluth. Minn.) 

Wausau. WSAU-TV (7) 714 Fifth St. 107,800 
b&w Sce: sta. Cls. A hr. $350, min. $70, ID 
$35. George T. Frechette, v.p. & g.m.; Richard 
D. Dudley, asst. g.m. & ¢.m. 


WYOMING 
KTWO-TV (2) May 1957 
Cheyenne, KFBC-TV (5) 2923 E. Lincolnwav. 

49,000 b&w Sce: sta. Cls. A hr. $175. min. 
$35, ID $17.50. Wm. C. Grove, g.m.; 
P. Cahill, ¢.m. 


Casper, 
Charles 


ALASKA 
Anchorage, KENI-TV (2) Westward Hotel. 25,- 
000 b&w Sce: sta. Cls. A hr. $188, min. $30, 
ID $15. Alvin O. Bramstedt, g.m.; James G. 
m 


Duncan, s!s ‘" 
Anchorage. KTVA (11) Mt. McKinley Bldg., 4th 


& Denali St. 25.000 b&w Sce: sta. Cls. A hr. 
$150, min. $30. A. G. Hiebert, p. & g.m. 
Fairbanks, KFAR-TV (2) Box 910. 9,000 b&w 


Sce: sta. Cls. A hr. $150, min. $30, ID $15. 
Don McCune +.m.: Robert Johnson, c¢.m. 

Fairbanks, KTVF (11) 3rd & Lacey. 10.500 b&w 
Sce: sta. Cls. A hr. $135, min. $27, ID $13.50. 
Walt Welch. m.: John Griffin, ¢.m. 

Juneau. KINY-TV (8) 830 Securities Blde., 
Seattle. Wash. 2.500 b&w Sce: sta. Hr. $450, 
min. $12. Jerry McKinley, st. m.; Vern Met- 
ealf, loc. sls. m 


HAWAII 


Hilo, KHBC-TV (9) Satellite 
Honolulu. 


of KGMB-TV 


Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 
109,000 b&w Sce: sta. Cls. A hr. $350, min. 
$75, ID $37.50. Melvin a Wright, st. m.; 
C. C. Crockett, loc. sls. 

Honolulu. KONA-TV_ (2) 206 Koula. 98,000 b&w 
Sce: Pulse. Cls. A hr. $350, min. $75, ID 
$37.50. John D. Seats. p. & g.m.; Martin 
F. Rohde. g. sls. 

Honolulu, KULA- Tv (4) 1290 Ala Moana Blvd. 
94,380 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Jack Burnett, g.m.; Art Sprinkle, 


st. m. 
Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 
Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 
GUAM 


Agana, KUAM-TV (8) Box 68. Hr. $120, min. 
$24, ID $12. Harry M. Engel Jr., p. & g-m. 


PUERTO RICO 
Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 129, 345 b&w Sce: sta. Cls. A hr. $150, 
min. $26, ID $11. Alfredo R. de Arellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 


WAPA-TV (4) WAPA Bhidg., Box 
2050, 357 Ponce de Leon Ave. 157,958 b&w 
Sce: sta. Cls. A hr. $212. 50, min. $50, ID $20. 
David H. Foiean, g.m. ; Andrew N. Vladimir, 
sls. m. & p’ 

San Juan, WKAQ1 TV (2) Box 1072, Stop 8, 
Puerto de Tierra. 129,345 b&w Sce: sta. Cls. 
A hr. $300, min. $65, ID $32. Delfin Fernandez, 
g.m.; Oscar Reinosa, sls. m. 


c.m. 
San Juan, 








Henin 








Wonderful I1’s 


An animated number 11 that 
illustrates the 
merchandise sponsors’ 
and tells about forthcoming pro- 


weather, helps 


products 


grams is used by wrvp Durham 
for general promotion aid. 
The Wonderful Ones, 
and Rolly, represent the station’s 
channel 11. But while they look 


Durm 





alike, wTvp advises that they 
have their own personal identity 
and_ physical characteristics. 
Durm, for example, attended 
Duke University and did graduate 
work at the University of North 
Carolina. He is married, and 
his two children are his experts 
on Mickey Mouse and Disney- 
land. Rolly went to North Caro- 
lina State and is a_ bachelor. 
And although they appear sim- 
ilar physically in their picture, 
WTVD reports that actually Durm 


Rolly 


The one great 


is tall and thin, while 
is short and fat. 
thing that they share in common 
is their continued advice that 
all friends watch WTVD programs. 

Since their creation, Durm and 
Rolly have been produced in 
over three dozen different situa- 
tions. Whether it be jumbo post- 
cards to grocers or druggists, 
trade ads or a promotion of 
any kind, both on and off the 


air, the tv twins help impress 


wTvp’s channel 11 throughout 
the coverage area. They serve 


as the constant companion of 
Charlie Cash, station promotion 
manager. 

The Wonderful Ones are the 
handiwork of W. D. Carmichael 
III, of Harvey-Massengale Co., 
Durham, the station’s agency, 
and T. S. Ferree, Ferree Studios, 
Raleigh. 
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How Many? How Much? 


Today 1 in 3 Americans are saved from cancer. Ten years ago only 1 in 4 were 
saved. Such an improvement is due to early detection and prompt treatment. But 
people don’t know this. You of the broadcasting industry can tell them. Will you? 
At the same time you can help us raise $30,000,000 needed for education, for 
service, and for cancer research — research that will find the final cure for cancer. 
Here’s the way we’ll help you help us! 


. ms a on . ‘ 

Radio: Television: 
Transcribed Spot Announcements 20-second and 1-minute film spots, 
Spot Announcement copy including George Gobel, Debra Paget, 


and Martha Hyer 
Flipboards, slides and telops 


Transcribed Quarter-Hour Shows 

A one-hour Great Jazz show, starring 2 
Your deejay. We provide music, includ- Copy for live announcements 
ing collector’s items, program notes 

and scripts. 


For further information, consult the American Cancer Society Unit in your community or write to: 


AMERICAN CANCER SOCIETY 
RADIO AND TELEVISION SECTION 
¥ 





521 West 57th Street 
New York 19, New York 
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In the picture 


Storer Broadcasting has named Maurice E. McMurray national sales director. He suc- 
ceeds the late Bob Wood as head of all national sales. Supervision includes the New York. 
Chicago and San Francisco sales offices. Mr. McMurray entered broadcasting in 1939 as sales 
promotion manager of radio station WHO Des Moines. He later became local sales manager. 
In 1948 he joined C. E. Hooper, New York, as sales manager for television. A year later he 
joined the tv-network staff of CBS and worked in both New York and Chicago. From CBS- 
TV he went to NBC-TV as an account supervisor. He joined Storer in November 1953 as 
sales manager of WJBK-TV Detroit. When the national sales office was expanded in 1956, he 
moved to New York and became representative for WJBK-TV and wjw-Tv Cleveland. He was 
educated at lowa State College with a major in journalism and advertising. 





In a drastic management realignment at Ruthrauff & Ryan, Robert M. Watson, vice 
chairman of the board, becomes board chairman. He succeeds Paul E. Watson, his uncle, who 
is retiring after more than 35 years as a major executive force in the agency. Robert Watson, 
with the agency 17 years, becomes a top management executive along with F. Kenneth Beirn, 
president. At the same time, two new members have been named to the board of directors. 
They are James E. Briggs, vice president and creative director of R&R’s Geare-Marston divi- 
sion in Philadelphia, and Charles F. Willis Jr., who joined the agency Jan. 1 of this year as 
vice president and assistant to the president. In the Chicago office, H. B. Groseth becomes ex- 
ecutive vice president in charge. Barry Ryan, son of a founder, resigns, and R. W. Metzger 
takes over as chairman of the executive committee. 





Robert L. Foreman, a director and vice president in charge of radio and television 
at Batten, Barton, Durstine & Osborn, has been elected an executive vice president and 
chairman of the agency’s new plans board. Mr. Foreman joined the agency in 1939 as a 
copywriter. He later turned to writing radio commercials and then became chief of all com- 
mercial writing. Named a vice president in 1948, he has since been a director of the company. 
He is the author of a book published this year by Hastings House, An Ad Man Ad-Libs_on TV, 
and of several trade articles. He lives with his wife and three children in Weston, Conn. 
Also announced at BBDO were four new agency directors. They are: Fred Barrett, vice pres- 
ident in charge of media; Len Carey, an account supervisor; Barry McCarthy, account su- 
pervisor, and Harold Olsen, one of the agency’s art directors. 





Howard L. Letts (left), vice president and operations man- 
ager, RCA Victor division, moves over to the National Broad- 
casting Co. April 1 to head up the business-affairs department, tv 
programs and sales. Carl M. Stanton, whom Mr. Letts succeeds, 
has been promoted to a new position in charge of coordinating all 
color-tv operations. Both men will report to Robert E. Kintner, 
executive vice president, tv programs and sales. Mr. Letts has close 
to 30 years’ experience in business affairs and has been over ten 
years with RCA Victor. Key executives in all branches will work 
with Mr. Stanton to speed the progress of color, Mr. Kintner says. 





Donald W. Coyle has been elected vice president in charge of sales development and 
research at the American Broadcasting Co.’s television network. At the same time, Gene Ac- 
cas and Jason Rabinovitz were named administrative vice presidents. Mr. Accas has been 
administrative officer of ABC-TV since February. Mr. Rabinovitz was named an administra- 
tive officer in the same month. With the network since 1950, Mr. Coyle was appointed direc- 
tor of sales development and research, ABC-TV, early this year. Before that he was director 
of research and a research writer for ABC. He was an industrial analyst before joining the 
network. A graduate of Amherst College, he served as a pilot with the Royal Canadian Air 
Force during World War II. Mr. Coyle lives with his wife and three children, two daughters 
and a son, in Midland Park, N. J. 





March 25, 1957, Televison Age 73 








Hook up with 


Ong ee 
gs or 





Oe ee taser 













L_ Here’s an old estab- 
lished one-stop source for 
al! your direct mail adver- 
tising needs at reasonable 
prices... 


HOOVEN LETTERS, INC. 

Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 
ices. 


THE HORACE H. NAHM COMPANY 


Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY 
Producers of high quality offset 
printing in black and white and 
color. 





NAHM PHOTOGRAVURE 
COMPANY 
Designers and producers of 


finest quality engraved and 
rotolith letterheads. 









FAST 
PICK UP 
AND DELIVERY 


One Call 
For All— 


HOOVEN LETTERS, INC. 
352 Fourth Ave., New York 10, N. Y. 
COMPLETE DIRECT MAIL SERVICES 
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Life in this television age: It is re- 
ported that in Tottori, Japan, parents 
who once had to use special induce- 
ments to get their children to visit the 
local bathhouse, now complain they 
can’t get them away from the place. 

The bathhouse management has in- 
stalled television sets. 

* * * 

Then there’s this L.i.t.t.a. item out 

of Sidney Skolsky’s syndicated column 


| about Hollywood. It seems that at 


Paramount they had trouble finding 
actors for the big poolroom scene in 








a movie called “Hot Spell.” There 
weren't more than seven out of 30 
SAG’s interviewed who could skillfully 
handle both cue lines and cue sticks. 
Explained the casting man: “Fellows 
aren’t hanging around the poolroom 
like they used to before tv.” 
a a at 
It’s really true what they say about 
the recently married George Backus, 
radio salesman at Petry, and Mildred 
Fulton, McCann-Erickson broadcast su- 
pervisor on Bulova. Their new address 
in Stamford, Conn., is Robin Hood 
Road, Sherwood Forest. 
* * = 
Public-relations man 
vouches for the following: 
Fellow called the WMBR-TV Jackson- 
ville promotion department recently to 
check on the tv situation in Tallahassee. 
He put Ken McClure, head of the de- 
partment at WMBR-TV, through a third 
degree on the Tallahassee operation’s 
network affiliation, operating hours 
and programs. The man’s questioning 
that McClure 


Dean 


Phil 


became so_ intensive 


finally asked him if he planned on buy- 
ing the Tallahassee operation. 

“No,” was the reply, “my company 
wants to transfer me from Jacksonville 
to Tallahassee, and I don’t want to 
leave unless they have good tv pro- 
gramming.” 

at we ab 

Favorite cartoon of the month: In 
the New York Herald Tribune, one 
youngster says to another, as they 
stand in front of a tv set which is not 
turned on, “They’ve applied sanctions 
against me. I can’t look at tv until I 
clean up my room.” 

e a * 

It figures: We understand there’s 
going to be a restaurant on Madison 
Avenue that will specialize in deliver- 
ing meals to executives—wrapped in 
charcoal-grey bags. 

us tt % 

Attention all stations: From Bott- 
Shots, a pithy, one-page house organ 
put out by Leo P. Botts, Jr., agency in 
Chicago, comes this suggestion: 

“Ty stations ought to have a HOW- 
DID-IT-TURN-OUT-DEPARTMENT? 
Then if you go to bed before the late 
show is over or fall asleep during the 
late late show, you could phone the 
next day and ask how the picture 
ended.” 

* as * 

Also from “Boti-Shots” is this testi- 
monial received by a client: “Your 
medicine has helped me wonderfully. 
A month ago I could not even spank 
my baby, but now I am able to thrash 
my husband. Heaven bless you.” 

cos * cos 

Fellow took his five-year-old son to 
the American Museum of Natural His- 
Of all the exhibits, the tike was 
He wowed 


tory. 
taken by the dinosaurs. 
about them all the way home. In fact, 
as soon as he could get his hands on 
pencil and paper he drew what turned 
out to be a remarkable likeness of one 
of the extinct reptiles. And on one 
upper corner of the paper the boy 
drew a fine replica of the human eye, 
within which he wrote: CBS. 

The boy explained that the dinosaur 
was watching television. 
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«Ss *And we can prove it. Again, more 
€S quarter-hour firsts as surveyed by 


























ARB, January, 1957: 
+ es ANOTHER 
KCMO-TV Station No. 2 Station No. 3 MI 
232 ee 64 a 
m 
Vases, arnt 
KANSAS CITY KCMO KCMO-TV _ The Katz Agency SS eanaahal a 
SYRACUSE WHEN WHEN-TV __ The Katz Agency 
Joe Hartenbower, General Mgr. 
PHOENIX KPHO KPHO-TV The Katz Agency Sid Tremble, Commercial Mgr. 
OMAHA wow  wow-ty ny Fai Co. © 





Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Far 





/N 
PHOENIX 


KPHO-TV 


1S ZOOMING 


Competing against three network channels, 
KPHO-TV, Phoenix’ only independent, 
reveals greatest climbing power! 


Share of audience, 7 days, Sign on-Sign off 


ARB, NOV. ‘56 ARB, FEB. ‘57 Percent Change 


KPHO-TV 23.3 26.4 UP 13.3% 
NET STATION B 22.1 23.8 uP 7.7% 
NET STATION C 20.0 20.7 uP 3.5% 
NET STATION D 36.0 33.5 DOWN 6.9% 


KPHO-TV m5 20. 


\ 








IN PHOENIX it’s KPHO and KPHO-TV represented by The KATZ Agency 
IN OMAHA it’s WOW and WOW-TV represented by BLAIR-TV, Inc. 

IN SYRACUSE it’s WHEN and WHEN-TV represented by The KATZ Agency 
IN KANSAS CITY it’s KCMO and KCMO-TV represented by The KATZ Agency 


Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 








